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the paper that cheers imagineers 
and gives a deep glow of ©. Pe OX 
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EAGLE-A \ 


QUALITY \ 


TEXT AND COVER 


We're imagineers, too, who dared to visualize 
papers of sterling quality at copper penny 
prices. You'll find the exciting results in 
fine Eagle-A Quality Text and Cover Weight; 
papers with eye-catching “vitality” for out- 
standing brochures, catalogs and advertising i aa 
materials, by offset or letterpress. (Envelopes ; - 
to match are available from Kent Paper Co.) aa 
In Eagle-A Quality Text the selection in- ff “ 
cludes Brite White, Arctic White and six fine 
colors in both wove and laid finishes. Cover 
Weight is available in wove and laid, and 
matching colors. 


naa] EAGLE-A 
(X\| PAPERS 


FAT: for more creative For a special portfolio of original design “Thought Starters”, write Dept. P. 
PAPERS , “ AMERICAN warring PAPER CORPORATION, HOLYOKE, MASS. 
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“You in the ad game? Oh, Market Research! Why do I ask? 
Who else reads Kaselow? How about that item on SH&L! 
SH&L? Don’t they ever let you guys off the elevator on 
the creative floors? SH&L means Sudler (S-U-D-L-E-R), 
Hennessey (with an “ey”) & Lubalin. No! That’s his last 
name! (L-U-B-A-L-I-N). Very big in graphics! And now 
it says they re in Audio-Visuals, too. What's Audio-Visuals? 
Don't you researchers ever get out from under your charts 
and graphs? Audio-Visuals are film strips, animation, 
TV commercials, motion pictures and all that jazz! And 
look who they've got with a carpet on the floor and a 
VP on the door... Harry Prichett! Top man! Great! Five TV 
shows... and theyre all his! Originated and produced! 
Worked for IBM, Coke, Falstaff, Sylvania, Standard Oil. 
Oh, those you've heard of! Here’s another little tidbit 
on SH&L! John Zeigler, A.D. of Procter and Gamble, to be 


talking your language. P&G. Great marketing outfit! 
Great packaging, too. Says here he was at P&G 51 years 
and developed some of the smartest packaging on the 
market-supermarket, that is! Talk about expansion! What 








are those guys at SH&L trying to do? Be General Motors?..}... 











«««“DON’T SHOUT.” 








New York 17, N. ¥., 585 Fifth 
MUrray Hill 7-6150 

Milton L. Kaye: Co-Publisher 

Mary Ellen Thiele: Managing Editor 
Aagela O'Donovan: Editorial Associate 
Marilyn Hofiner: Guest Art Director 
Cover Design: Marilyn Hoffner 

Cover Artist: Abe Gurvin 

Richard L. Reed: Sales Manager 


cc a 
FR 


Washington, D. C., 1519 Connecticut Are 
COlumbia 5-9727 

Robert Cadel: Co-Publisher 

Ruby K. Phillips: Subscription Manager 
Arthur Chernow: Production Manager 

A. L. Starobin: Auditing 


TADIA ar Ar DAAL 


Will Burtin, Earnest Elmo Calkins, Ar 
thur Cohen, Mildred Constantine, Ralph 
Eckerstrom, Eqhert Jacobson, Keith W. 
Jennison, Frank Lieberman, Ronald G 
MacDonald 


The print run for this edition 
10,000 Audited 


PRINT is published bi-monthly, six issues 
to the volume. This is Vol. XV No. 1, 
January/February 1961, issue. Publica 
tion and editorial office, 535 Fifth Are- 
nue New York 17, N. Y. Telephone: 
MUrray Hill 7-6150. Subscription rate, 
$9 per year; foreign postage $3 addi 
tional. Copyright 1961, by Kaye-Cadel 
Publishing Corp. All Rights reserved. 
Second Class Postage paid at Washington, 


D. C. and additional offices 


Paper 

Cover: Curtis’ Fluoro White Shalimar 
70F 

Text: Allied’s Celluprint 70%, Cantine’s 
Esopus, Blue tint 70% 

Type Faces 

Heads: Engravers Roman, Unirers 

Body and captions: Devinne and Derinne 


italic 


BATTEN, BARTON, DURSTINE & OSBORN 


Total creativity designed to make ads “jump off the page.” Third 
ma series exploring the graphic design activities of leading 


advertising agencies. 


UNIVERS 


A new concept in type design. By Emil O. Biemann 


LEO LIONNT’S LIONS TAILS 


Symbol of a changing design world from PRINT’s past. 


“SEND ME A MAN WHO READS” 


International Paper's new campaign serves both private and pub- 


lic interest with dramatic results. 


THE MIDDLE EAST 


no place for (medium-priced) advertising photography. By 


Vanda Roberts 


FRESHNESS IN DESIGN 


From the man or his environment? 


WHAT IS THE SINGLE BIGGEST PROBLEM 
IN THE DESIGN FIELD TODAY? 


Twelve members of the design world express divergent views. 


THE SPECIFIER AND THE PAPER MERCHANT 


Directory of Paper Merchants, Part I 
Services available from Paper Merchants 
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People in Print 

Top Drawer 

The Design Studio 
Materials and Methods 
Letterhead Design 

In My Opinion 





YOU GET MORE FROM MEAD 








YOU GET MORE FROM MEAD 











Mead offers you the world’s broadest line of fine printing papers . . . correspondence, book, 
cover, index and bristol grades. Wherever paper can help you sell — in graphic design, in print, 
in packaging, at point-of-sale — look to Mead and its nationwide network of authorized dis- 
tributors. Call upon your Mead Merchant freely . . . rely upon his judgment implicitly. He is 
a leader in his field, well fitted by experience to help you select the Mead Paper exactly suited 
to your business and advertising needs. 


MEAD PAPERS, INC., Dayton 2, Ohio 
A subsidiary of The Mead Corporation 





.. the moving force in Paper and Packaging 


Letterpress on PRINTFLEX LETTERPRESS ENAMEL, 100 lb. y, J 
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People in Print 


Our sincere thanks to those who have contributed both editorially and artistically to this issue. 



































EMIL 0. BIEMANN Swiss born, Mr. Biemann received his art 
training as an apprentice and student of Walter Kaech at the 
Art and Craft School, Zurich. He has worked and collaborated in 
Biel, Zurich, Brussels and Paris. 


typeface for La Fonderie Typographie Francaise and script 


He has designed a roman 


for Deberny & Peignot in Paris. Since 1952 he has been in this 
country working as a freelance designer for book publishers, as 
a graphic designer for Lippincott & Margulies, consulting de- 
signer for Scott Paper and Corning Glass Works, He is now 
creative director of Stephen Lion, Ine. in New York City. 


MARILYN HOFFNER One 
of the rare women members of 
the New York Art Directors 
Club, she has been art director 
at PRINTER’S INK for the past 











nine years, as well as a free 
lance designer, illustrator and 
writer in the graphics design 
field. New York born, Cooper 
Union trained, she is married 
to another Cooperite, Albert 
Greenberg, art director of 
GENTLEMEN'S QUARTERLY mag- 
azine and she is the mother of 









































LEO LIONNI Mr. Lion- 
ni was born in Holland 
and later traveled to 
Italy where he ran his 
own advertising, design 
and printing firm in 
Milan before coming to 
the U.S. in 1939, His 
exvperience and achieve- 
ments are extensive in 
the graphic arts: past 
president of the 
AI.G.A, was head of 
the Graphic Design De- 
partment at the Parsons 
School of Design. In 
1955 he became co-edi- 
tor of PRINT, and the 
same year was named 
Art Director of the year 
by the National Society 
of Art Directors. His 
present post is as Art 
Director of FORTUNE 
magazine. 
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a six year old daughter who 
has a drawing board of her 





































VANDA ROBERTS As a 


woman 





industrial photo- 
graphic ilustrator, Vanda 
Roberts sets up her camera 
equipment wherever assign- 





ments take her. She entered 


being able to get the pho- 
tographs she wanted to il- 
lustrate her articles as a 





publicist for Westinghouse. 
She decided to take them 
herself and now 





travels 
some 100,000 mile a year 





to create eye-catching 





scenes where often none 





exist. This is what distin- 





guishes the photographic 
ilustrator from a photog- 
rapher. The photographic 
illustrator doesn’t just snap 
a picture but creates one. 


| the field as a result of not 









ABE GURVIN Mr. Gurvin, 
the young designer who cre- 
ated the imaginative yearbook 
for his alma mater, UCLA, 
was born in New York where, 
at the age of two he says he 
took up painting because his 
parents objected to him writ- 
ing on walls and sidewalks. 
Ile has done freelance work 
for advertising agencies, art 
studies, magazines and organ- 
izations. He is presently at 
Richard H. Woodward & As- 
sociates in Los Angeles. 
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*anything 
used 

in 

doing 
certain 
work 


or 
in 
producing 
a 

certain 
result, 

esp. 

such 

as 

requires 
delicacy, 
accuracy 

or 
precision... 


—The American College Dictionary 
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SEE MORTON a. IDEA-PROVOKING 
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Give your “graphic grey matter” a spring cleaning! See Morton Goldsholl’s new color-sound 
film, “This is Texoprint’—featuring the very latest in visual design and graphic technique, 
set to a swinging jazz score. It dramatically illustrates the versatility of Texoprint® plastic 
printing paper—the paper with the fee/ of fine leather—the paper you can wash! It’s a must 
see—and it’s free! 


KIMBERLY-CLARK CORPORATION * NEENAH, WISCONSIN 


1 am interested in viewing a print of ‘‘This is Texoprint.’’ Please send me details about obtaining one. 








NAME see _____FIRM NAME. mm 








ADDRESS -~ZONE-.___ STATE 








Site seekers 


To create a favorable atmosphere for industrial site 
seekers was the objective of a direct mail campaign 
created for the Virginia Electric and Power Company 
by their agency, Cargill, Wilson and Acree. Art 
Director Harry Jacobs chose to do this with a series 
of three dimensionals. One was mailed in a flat box, 
another in a triangular, still another in a round tube. 


Maps and trees were among the sculptured pieces. 
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Why be drab in a world of color’ 


No wonper color is so appealing. 
It beautifies almost everything we 
see, from the pink toes of a baby to 
the vast glories of a sunset. 

Putting this national appeal into 
business printing need not be ex- 
pensive. Printing, even in one color 
on Howarp Bonbp colors, achieves a 


two-color effect. Howarp colors are 
widely used for letterheads, bulle- 
tins, inexpensive mailers, business 
forms. The colors are clean, clear, 
attractive. Quite naturally, they 
earn an extra measure of attention. 

Want to see them? We'll send you 
a sample book or, even quicker, sad 


Howarp paper merchant, and most 
printers, can have samples on your 
desk today or tomorrow. Look at the 
color about you—then put color to 
work in your business printing. 

a oe 


ALL HOWARD PAPERS are quality 
controlled by Accupay 


*) St. Regis ° 


PAPER a 


Bond 


Business Paper’’ 


HOWARD PAPER MILLS, INC. e URBANA, OHIO 


oward 


“The Nation’s 


SUBSIDIARY OF 


Companion Lines: Howard Ledger * Mimeograph Duplicator * Posting Ledger * Du-All 
Pp g Ledg 
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Overland Mail Route To WANTED! 


—— DEAD or ALIVE ~—— 
$28,000" in U8. Specie ° 
# DESCRIPTION “& . 
Trg are Slight in Datta Betsrorn 5-3 3-7: tn Wid-Turetire,& Rostorarre ta Speech : 


Reward $1006 can Cash! | 


For information leading to the apprehension 
& punishment of these desperados, 








United States Marshal At FREEDOMLAND Will 
Swear You In And Give You Your Badge! 


Join The Posse! 








CONNECTING WITH THE DAILY STAGE 


Serving all interior mining towns in the Southwest 


Cravelers Avoid Risk of Ocean Cravel 








Passing through the HEART OF ARIZONA, embracing the most BEAUTIFUL, BOLD, GRAND and — = = = me 
Picturesque Scenery on the Continent. The highest snow-capped mountains, with 


deepest ravines and most beautiful valleys Terrible anita ration 


AMEIAY OPIS (UGE Lt sng” 


Stages stop over one night at Fort Cavalry for passengers to rest. Passengers will be 
permitted to lay over at any point and resume their seats at pleasure within one month. 


FARE THROUGH, FIFTY DOLLARS 









From. A Sketch ‘On The Spot ies 
acm, SPIRIT 


Ticket Office at Fort Cavalry, Freedomland 





Prated by the MORGAN PRESS, Freedomland The Amerioan Express, Co. 





Olde fashioned atmosphere 


Only the hand craftsmanship of 
old wooden type faces could 
create the atmosphere necessary 
for the printed matter which an- 
nounced events at Freedomland 
(New York’s Disneyland-like ex- 
hibit area where stories of inter- 
est between 1850 and 1900 in 
America are recreated). These 
examples of Freedomland’s 
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Overland Mail Route To 





CONNECTING peta THE DAILY STAGE 


1 sldore 10d Southern Oreg 
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oa AC LINE 


FARE THROUGH, FIFTY ‘DOLLARS 


H. w. “CORBETT ry co. 


NOTICE 


‘TO THIEVES, THUGS, 
— FAKIRS — 


AND BUNKOSTEERERS 


ne Whe 


J. J. HARLIN, al ls Thal" sam nt cat Wa. Hedges, 
~ BILLY THE EID, - 


Billy MULLIN, The Cutter, 
Kittle JACK, 
RPock-Miarked KID 
and about Twenty Others: 





If Found within the Limits of this City after TEN O'CLOCK P.M, this 
Night, you will be Invited to attend a GRAND NECK.TIE PARTY, 





The Expense of which will be borne by —— 


100 Substantial Citizens. 


Las Vegas, March 24th, 1842. 
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“Wows th ti Ine t0 taint h the bs is in the rl! 


Adjutant General Sprague, 
OF THIS STATE. WHOSE MAME THE REGIMENT BEARS 


Highest Bounties paid Promptly! 


Men Allowed To Furnish Their Own Horses 
Ef tn Good Condition And Eitted Bor Service. 


ALL REGRUITS UNIFORMED IMMEDIATELY ON ARRIVAL AT CAMP, 


SPENCER H. OLMSTEAD, Colonel Commanding. 
CMM AEE RE 


printed communiques were created by the Mor- 
gan Press, Scarsdale, N.Y., proprieters of the old 
print shop in the area. The printers’ collection 
of old type faces (one of the largest in the coun- 
try) dates back to 1786 and numbers about 2,000. 
The Freedomland Eagle logo, for the newspaper 
by the same name, is from the printery’s exten- 
sive collection of old cuts. 





VANITY Whe AMR LINCOLN 
TH hee RESCUES CHILD PREEDCMLANC 
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New number plus 


This mailer was to announce to clients and 
prospective customers that the J. W. Ford com- 


pany had a new phone number. Designer, 


Barron J. Krody took advantage of the change 
Mailer 
was printed by the Ford Company on highly 
polished label paper. 


to show his client’s printing acumen. 


Architecture of light 


The insigne shown here is the motif 
of promotional material designed by 
Morton 
for the new building fund campaign 


Goldsholl Design Associates 
of North Shore Congregation Israel. 
The burning candle symbol signifies 
‘Genesis: 1960’’ as the congregation 
becomes the creator of a temple of 
God. Candle and flame appear on 
Biblical 
excerpt engraved in Hebrew from the 
book of Genesis. 


rough slab form alongside a 
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This is Penn/Brite Offset...the value sheet 


} 
; 








ECKER{LEY 


heer: 














To demonstrate that the basic 
problems of printability are 
the same the world over, 

New York and Penn 
commissioned 

Tom Eckersley, internationally 
famous British designer, 

to create this insert. 

His goal: to incorporate 

the most demanding combination 
of graphic techniques that 


any offset sheet might encounter. 


NEW YORK AND PENN Pulp and Paper Manufacturers 


Mr. Eckersley subjected 

Penn/ Brite Offset to the rigors 
of pin-point register . . . 
reproduction of delicate 
half-tones and airbrush vignettes 
. .. reverses of fine serif type 

out of black . . . heavy black 
solids to demonstrate opacity 
—and a host of other printing 
techniques—virtually 
“impossible” when combined into 
one “torture test.” Your own 
critical eye shows you how 
faithfully each of the design 


elements has reproduced. 











Penn/Brite Offset, the white, 7 
bright value sheet, comes | 
to you moisturized and 
double-wrapped. Write for ney, 
complimentary swatch book 

and the name of your nearest 
distributor. New York & 
Pennsylvania Company, 

425 Park Avenue, 

New York 22, New York. 





Designer: Thomas 
Eckersley is Head of the 
Design Department at 
the London School of 
Printing and Graphic 
Arts. A member of the 
Alliance Group Inter- 
nationale, his work has 
been exhibited all over 
Europe. During the war, 
while serving with the 
RAF, he designed posters 
for various Government- 
al departments. In 

1948 he was awarded 
the O.B.E. for British 
poster design. He has 
taught design at the 
Westminster School of 
Arts and is currently a 
leading free-lance 
designer. 














Engravings by Collier -one of a series 


If advertising isnt mem 


(CALL SH&L. PL 1-1250 


This magazine ad has 
been reproduced by 
permission of SH&L 
design division of 
Sudler & Hennessey, 
Inc. Designed by Herb 
Lubalin. Production 


Mgr.—Vivian Shaknis. 


COLLIER 


PHOTO ENGRAVING £2: 
240 WEST 40™ STREET 
NEW YORK 18, NEW YORK 
PHONE: OXFORD 5-0400 
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China 


Syracuse 


A merger of product and 
corporate identity is shown 
in Syracuse China’s new 
trademark. The mark con- 
sists of a stylized rendition 
of the smallest plate the com- 
placed on the 


pany makes, 


largest, which is in turn 
shown on a square table. 
Running across the center is 
the name in crisp modern 
type. Colors are black, white 
and vermillion. 

Why did the company rede- 
sign? Since the arrival of 
plastics and glassware, many 
customers have expressed the 
feeling that chinaware manu- 
facturers were ‘‘behind the 
times.’’ The old 
reading 


logotype, 
‘Since 1871’? was 


not a trademark, and _al- 
though connoting age and 


did not indicate that 
the company was up to date. 


stability, 


The new mark was created 
by M. Peter Piening and will 
serve as the focal point for 
the company’s new merchan- 
dising and promotional pro- 
gram which includes catalogs, 
packaging, signs and a new 
backstamp on the company’s 
product. 


P. H. Glatfelter Co. 


By contrast with Syracuse China, whose 
redesign program involved the visual 
**shueking’’ of the historical in favor 
of a completely modern look, the P. H. 
Glatfelter found a 
significant need to identify with the 
past in developing a new 
And why? 


paper company 
trademark. 
This trademark both tells 
and has a story. 

In just three years the company begins 
its second century of paper-making. The 
theme for the trademark design was 
provide by this very fact, for many 
important recordings were printed on 
the company’s paper... Abe Lineoln’s 
reelection posters and pamphlets, a large 
American Literature, (from 
Melville to Whitman) and many con- 
As finally devel- 
the new mark literally tells the 
story in a short essay which is incor- 


share of 


temporary best-sellers. 


oped, 


porated in the design as a sub-minatur- 


ized background element over which 


floats a classic ‘‘G.’’ An interesting 
‘plus’’ to the insignia is that when 
reduced to the postage-stamp size of ¢ 
letterhead insignia the thumbnail essay 
is actually legible under a magnifying, 
glass, thus keeping the company’s tra- 
ditional association with fine printing. 
Creative director, F. S. Field. 
Dick Beyer. 


Designer, 





GLATFELTER PAPERS HAVE SERVED THE FINt 
printing, pu 0s of th 











se © GLATE "HELTER CoO. 
QUALITY PAPERS SINCE 1864 
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Return to Renaissance 


A new Spencerian Script has 
been designed by Sandi Gov- 
ernale for Photo-lettering. 
This script offers a variation 
of the classic curves of Spen- 
cerian Script through a show 
of linear emphasis. Spencer- 
ian Seript has enjoyed lon- 
vevity because of its discreet 
charm and elite fluency. It 
lends itself ideally to the 
presentation of luxury items. 
You can see a sample of the 
Governale on this Rubaiyat 
of Omar Khayyam. Want 
one? Let Photo-lettering 
know. 


lo Kyeal 


Sou Chime a sbiytig wndler neil. Dew Feed: 
Untorn tomorrow Srl Dead Yesterday 
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t's not the client who pays...YOU DO! 


Sooner or later, every ad agency and art service will realize that more and more 
clients are rebelling against the high cost of advertising services. 





Hundreds of valuable man-hours are wasted in traffic with ‘‘outside’’ sup- 
pliers of Stats, Photo-copies, Film and Veloxes. Costly delays are a constant 
source of needless irritation. Exorbitant overtime, minimum and special service 
charges take a big chunk out of every advertising dollar. 


Can you afford to cling to these ‘‘horse and buggy’’ methods and practices, 
purely for the sake of tradition? The old cliche, ‘‘It’s the client who pays,”’ is 
no longer a safe argument. Don’t jeopardize your present accounts, but attract 
new ones by making photography a vital adjunct to your business. 


Start the new year with a fresh approach, by acquiring a FilmoStat. This 
compact, economical unit will consolidate and control all your photo services 
and enable you to offer your clients the utmost in reproduction quality, speed, 
economy and versatility, any time of the day or night, every day of the year. 


Making professional quality Stats, Films, 
Photo-prints, is so unbelievably simple and 
effortless . . . it's actually fun! Anyone on 
your present staff can learn how in just a 
few hours. NO KNOWLEDGE OF PHOTOG- 
RAPHY IS NECESSARY! 













You can LEASE or BUY a 


for only per day 








No capital investment required. Price in- 
The FilmoStat complete with darkroom occupies only 48” x 48” cludes FilmoStat with darkroom, accessories 
of floor space. It is completely electrified and plugs into any and installation. 
110 volt outlet. No plumbing connections required. 


Write for free literature and lease-purchase details. 


STATMASTER CORP 35:2 East 10th Court - Hialeah, Florida - OX 1-5730 


When in New York visit our showroom at 19 West 44th Street - New York 36, N.Y. - OX 7-9240 
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the Library of Ideas 


leone 


Ads in 3-D 


Designers who specialize in paper sculpture creations 
for advertising art set imaginations in orbit in the 
December exhibition in Mead Paper’s Library of 
Ideas. Their fanciful illustrations for book jackets, 
direct mail, record album covers and magazine 
stories were fine examples of the three-dimensional 
effects obtainable in this medium. Here are shown 
two sections of the exhibit including, on the left. 
Jerome Kuhl’s designs for American Home and book 
jackets by The Stimband, and, right panel, Blake 
Hampton’s Santa Claus for a Remineton counter 
display along with his two stylish figures for ‘‘Hori- 
zans.’’ The current exhibit in Mead’s graphic arts 
Library is ‘‘Pharmaceutical Direct Mail.’’ 
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Checkmated 
bya 
tight budget? 


When you “ant more colors than your 

budget allov s. your next move is to ATLANTIC 

: " . PASTEL OFFSET. Select one of six sparkling 
eereritt ‘ \ Pops shades — all in distinetive Suede finish — 
(. g ps and team it with translucent inks. Your 
imaginative handling of screen tints and 

overlap creates extra colors without extra 


io, / YP z eS impressions — achieves the perfect mood, 


‘ 


: ae ) as well. 
eas You can be sure that the finished job will 
{ha live up to your visual, because ATLANTIC 
PASTEL OFFSET behaves beautifully on the 
= = press. Ask your Eastern Franchised Mer- 
2 TTR Gaus. j 4 2 chant for samples of all six like-sided shades, 
-  menomeed iad plus matching cover stock. Or write us direct 
-on your business letterhead, please — for 

free samples and artist’s sketch pad. 


qs 
EASTERN 

Q Nanifes) 

Atlantic od 


EXCELLENCE 
IN FINE PAPERS 


EASTERN FINE PAPERS 
4 fA _d 4 a ve kK 
EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION ¢ BANGOR, MAINE 


This is Eastern’s Atlantic Pastel Offset, Mistie 
Blue, Basis 70, Suede Finish. Other colors : French 
Cream, Daffodil Yellow, Smokie Gray, Dustie 
Pink, Ocean Green. 
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BAITEN 
BARTON 


DURSTINE 


A quiet revolution 
has taken place within 


the agency’s creative staff... 


all designed to make ads 
jump off the page. 


OSBORN 


THIRD IN A SERIES EXPLORING THE GRAPHIC 
DESIGN ACTIVITIES OF LEADING ADVERTIS- 
ING AGENCIES. PREVIOUSLY: N. W. AYE 


¢ 


& SON AND KETCHUM, MacLEOD & 











‘I used to be able to lay out an ad with a T 
square and a 4B pencil but no more!’’ says Al 
Ward, BBDO’s head copy chief. HE Such a 
statement from a copy man gives emphasis to 
the ‘‘before’’ and ‘‘after’’ of the gradual but 
potent change that has occurred at Batten, 
Barton, Durstine & Osborn in the last quarter 
century. HE In that time advertising expendi- 
tures have increased from two to 11 billion dol- 
lars. Television sets are now in over 45 million 
homes. The number of radio sets have tripled. 
Publication circulations have zoomed in like 
fashion. Obviously, this all means that many 
more million sets of eyes are focused on many 
more things than ever before. Through these 
mediums alone there are about 15,000 efforts 
a day by advertisers to penetrate the mind @ 
These statistics indicate a complexity which has 








been brought to bear on the advertising agencies. 
Acutely aware of the changing scene, BBDO 
has been refocusing and reshaping their methods 
of communication. MH Creative Director, Robert 
Foreman points out another significant change 
which is meanineful to the creator of advertis- 
ine—the actual difference in the meaning of 
words. ‘‘They had more vitality in those days 
than they do today,’’ says Mr. Foreman. He 
cites such examples as ‘‘new’’ which connoted 
the novel, different, or a real innovation. 
‘*Smooth’’ conjured a world of delightful taste. 
‘*Wonderful’’ and ‘‘excitine’’ were just that. 
‘*Today, like an overworked tire, they have lost 
their tread. They’re serviceable but there’s little 
traction left. The customer has learned to look 
for a difference between fact and salemanship.”’ 
@ The finger of responsibility for this points to 


ACTION AT BELMONT 
SEPTEMBER26-OCTOBERZ 











“ 
ae 


vo, ge 


a wee 


PES 


oe 


p 


eae 










enue? tomy . degntene®™ 
et Bae -— a 
aps* rr ieee 








Abdul Hassan counts the chips in his Tessera Corton floor 











Armstrong VINYL FLOORS 


Consumer magazine advertisement for 
Armstrong. Art Director: Bill Coale. 

Subway poster for Belmont Race Track 
(on page left). Photo.: Leon Kuzman- 


off. Art Director: Tony Mandarino. s 


Newspaper adrertisement for Belmont How ado = 





Art Director: Tony Mandarino. 


ou tell a lady? | 
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Newspaper advertisement for Aqueduct — ree Tne 40 be bel 
Race Track, Artist: Bob Peak. Art 
Director: Tony Mandarino. 

Trade advertisement for American 
Tlome. Art Director: Frank Rupp. 
Newspaper advertisement for Ladies 
Home Journal. Art Director: Marley 


OP SI Stevens. 


See the big ones at Belmont —all during June! See the big races, the bie horses, the 
bie stakes’ Thrill fo the blazing closeup action af 9 eveiting thoroughbred raves 
Hiscover the beauty of Belmont — magnificent gardens and trees, colorful paddeck 
and walking ring, elegant dining facilities. Relmont is easy to reach: Cross Island 
(Belt) Parkway, LLRAR. General adm. $2.00 tax inel. First race 1:30 P.M BE THERE! 











Thoroughbred racing returns to Aqueduct Aug. 28~Sept. 24. 1st race 1:30. 
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the creative end of advertising as surely as to 


any other one force, Mr. Forman realizes. 
‘‘We’ve permitted the gulf between what is 
editorial and what is advertising to widen and 
widen !”’ 


Department shake-up 


To BBDO this translates into a greater effort to 
get through to today’s prospect—to penetrate 
skepticism, to cross the threshold of boredom, 
disbelief and disinterest. It has, in fact, brought 
about a recent ‘‘shake-up’’ in the creative de- 
partment to focus everyone’s attention to 
the need for creating the best possible total art 
and copy solution. # ‘‘Today’s advertising 
must have a ‘look’ as well as the right language 
which sets it apart,’’ Mr. Foreman feels. ‘‘This 
comes from the type it is set in as well as the 
words; from the style of picture, props in the 
picture, people in the picture, even in the unit 
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405 minutes to Paris 


Poster for Schaefer Brewing. Art Director: George Sanders. 


of space whether a 7 by 10 or gatefold, junior 
spread or twin bed, or station break.’ HP So 
the days of the T square and 4B pencil at BBDO 
are gone. This had been felt even down to the 
work methods. For example, once the art de- 
partment took instructions from others; today 
not only do they work with others—they may 
give them orders according to their needs 
art and 
copy—is to create an ad that has distinction, 
that ‘‘jumps off the page.’’ At the same time 


Aim of the total creative department 


BBDO does not believe in a basie design ap- 
proach for all art work. Instead each account is 
viewed within its own context.’’ Says Mr. 
Foreman, ‘‘each ad is entitled to its own look 
rather than an over-all BBDO look.’’ There 
are, at the same time, standards advertising must 
maintain which stem from the ad maker himself. 
One way BBDO has met this challenge is by 
‘trading up”’ their skills with some of the great 


Continued on page 30 
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Magazine advertisement for General Mills. Art Director: Phil Barbiert. 
Newspaper advertisemnt for Du Pont. Art Director: Cary Neale. 
Newspaper advertisement for Air France. Art Director: Marley Stevens 
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(S) United States Steet 


BBDO HISTORY. The George Batten Company started business in 
New York City in 1891, The Barton and Durstine agency was organized 
in 1919 by Bruce Barton and Roy S. Durstine, starting with a small 
group of accounts serviced by Mr. Durstine in another agency where 
he had been a principal. () Alex F. Osborn joined the company later 
in 1919. Later that year a Buffalo office was added. That year the 
company became known as BDO. The George Batten Company and 
BDO merged in 1928, bringing to the company 118 clients and 600 
employees. Three branch offices were then established—in Boston, 
Chicago and Buffalo. From an initial firm of 14 people, BBDO has 
grown to 2,200 people, offices in 17 cities, servicing 145 accounts. 0 
BBDO is organized along conventional big agency lines with the follow- 
ing primary subdivisions: Management—president and executive com- 
mittee, chairman and board, () Account groups—management super- 
visor, account group head, account executive and assistant account 
executive. () Creative Departments—copy, art, production and radio- 
TV. © Service Facility Departments—marketing, media, research, 
public relations and publicity, kitchen library and a liaison system in 
all 17 offices on major accounts pertaining to regional problems. 7 
Specifically, the art department organization—using New York as an 
erample—operates with units of various sizes. Headed by supervisors, 
the units are made up of group heads, the art directors. Under them 
are members of the art staff. In effect this is a dispersal of manage- 
ment, While supervisors and individual group heads are easily acces- 
sible to head art director Harry Olsen, the supervisors are responsible 
for work within their units. In practice the line-up is extremely 
flexible: skills are “borrowed” across unit lines when necessary. 0 In 
New York, the print art department has approximately 118 peonle, 
with Mr. Olsen as the department head. Suren Ermoyen is the creative 
visual supervisor; Robert Foreman is the over-all creative director. 
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You'd be surprised how much food for thought young people get 





from The New York Times 


Continued from page 27 
hew designers—as well as 


‘emancipating’’ their 
own younger, fresher talents. Within the last 
vear the agency has hired Arnold Varga from 
Ketchum, MacLeod & Grove and George Olden 
from CBS. This was done in the belief that the 
taste of the public is rapidly improving. At the 
same time, BBDO does not look for designers 
only, but for good advertising people. It is 
their job to make the best possible use of art 
focus to make a point. Aware that this aesthetic 
point of view has crept in, art directors readily 
enjoy it... on the basis of sound selling. An- 
other criteria art directors use to judge an ad’s 
effectiveness: could the layout be used editori- 
ally? @ The coordination of art and other 
work between New York and outside branches 
is another company policy directed to constant 
improvement. Although each branch is inde- 
pendent, with departments of their own, rarely 
does a day pass when somebody from out of 
town isn’t in New York to check layouts, ideas, 
photograph and art sources. It is common for 
the New York office to draw on its branches 


*“The 


for creative help on specific problems. 
West Coast is tops in poster work, Detroit knows 
automotive, Pittsburgh has a great art director, 
Arnold Varga, who several times has been named 
Art Director of the Year. All help. All toss 
ideas into the pot,’’ says Mr. Foreman. @ There 
is constantly an interchange of ideas and 
suggestions between the print and television art 
directors. Ilowever, there is little overlapping 
between actual TV and space art. Many of the 
TV artists came up through space, which BBDO 
believes helps to give a better total understand- 


Page left to right: 


Double spread advertisement for U. S. Steel. Art Director: Arnold Varga 
Newspaper advertisement for Pepsi-Cola Co. Art Director: Ralph Ammirati 
Trade advertisement for Holiday magazine. Art Director: Tony Mandarino 
Magazine advertisement for The New York Times. Artist: Tomi Ungerer. 
Art Director: Ed Almgren. 


ing of advertising. The copy writers generally 
come out of advertising writing departments 
instead of being specialists ‘‘from little theatre 
groups of Hollywood.’’ The premise is that 
work produced at BBDO is basically advertis- 
ing. Thus their writers—and art directors 

must know how to sell, not just how to say it or 
visualize it well. MH BBDO does not have any- 


thing as specific as a ‘‘school’’ for its new era 
of executives or art directors. Its training pro- 
gram takes the form of numerous in-office ex- 
hibits, shows, lectures, type studies, ete. A fre- 
quent ‘‘Creative Bulletin’’ often covers art sub- 
jects. Too, art directors are invited to attend 
copy luncheons where accounts and creative 
problems are discussed. The art department also 
has its own series of luncheon meetings for the 
same purpose. M® Before this present era, 
there was a time when BBDO was primarily 
thought of as a media-minded agency. This 
legitimate appraisal was encouraged by agency 
policy directed by top executives who came up 
from media. In the same way, the more apparent 
‘‘new look’’ for BBDO today derives from man- 
agement which came essentially from the creative 
department. Today the ageney has committed 
itself to be a top creative outfit. HE This will 
help ensure a ‘‘total look’’ for each piece of 
advertising. Says Mr. Foreman, ‘‘only by hav- 
ing that total look that promises to be of suffi- 
cient interest and reward will an ad be given 
a chance to make its impression. Without that 
invitation we would merely be adding a drop 
to the sea of boredom that is bad, dull, unnoticed 
advertising.’’ 
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Swiss designer of the new Univers 
type family, Adrian Frutiger, is 
shown above. Also shown are some 
of the designer’s letter drawings 
with his own notations in French. 
Notations are explained in the text. 


...a new concept in european type design 


33 PRINT 


By Emil O. Biemann 


Three years of studies and research, 4,000 de- 
signs, 150,000 hours of machine engraving, 
590,000 hours of retouching and final hand 
punching, 35,000 matrices, and more than 150 
tons of type—these are some of the steps in the 
completion of a grandiose plan for the new 
Univers type face created by the Swiss designer 
Adrian Frutiger for the Deberny-Peignot foun- 
dry in Paris. 

What is significant here is not the birth of an- 
other type face, for we are amply supplied with 
them, but the introduction of a completely new 
concept in type design which will have a_ pro- 
found effect not only upon the creation of new 
faces in the future, but upon the type specifica- 
tion and selection process itself. 

Expressed in its simplest terms the Frutiger 
concept may be said to be the total integration 
of all the elements in the design of a type face, 
in all sizes, in all widths, and in all bodies. The 
idea of a complete family of type is not new, 
for since Gutenberg’s day this has been accom- 
plished rather haphazardly by the process of 
additions and supplementary designs over the 
decades and centuries by the different interpre- 
tations of different designers and different type 
foundries. 

In the case of ‘‘Univers,’’ however, the entire 
series of 21 variants was worked out to the last 
detail before a single matrix was cut. It was 
created by one type designer, and a single team 
of craftsmen executed the master plan. 


A Swiss designer 


A Swiss by birth, Adrian Frutiger served his 
apprenticeship as a typographer in a small Swiss 
printing plant. From 1949 to 1951 he studied 
at the Beaux-Arts in Zurich as a pupil of Alfred 
Willimann of the Zurich Art & Craft School. 
In 1951 his book, ‘‘Ecriture sur Bois,’’ a defini- 
tive study of calligraphy, was published. Asso- 
ciated with the French type foundry of Deberny 
& Peignot, Frutiger achieved his greatest recog- 
nition as the designer of the faces Meridien, 
Phoebus, President, and Ondine. As most prac- 
ticing typographers and type designers he was 
well aware of the major deficiencies in existing 
‘‘families’’ of type faces. Since such ‘‘families’’ 
have been developed in haphazard fashion over 
the centuries, every graphic designer and print- 














ing type user was repeatedly faced with the 
necessity of compromise because faces in certain 
sizes, weights, and tones did not exist, so that 
second-choice substitutes had to be used in the 
design of printed matter. 

In addition to the need for a consistent, inte- 
grated family of faces, Frutiger was also aware 


‘é 


of the need for a new modern ‘‘standard’’ face, 
representative of our time, rather than the con- 
tinuing series of ephemeral faces which are in- 
troduced each year, attain a mild popularity. 
and then fade away into obscurity. This would 
have to be a san serif face, for virtually all the 
existing sans serifs (or grotesque, as they are 
sometimes called) were deficient in some way. 
Over the years Frutiger proposed to Deberny & 
Peignot the creation of a new contemporary 
all-purpose san serif type face in which the 
entire series of faces in all its variations, would 
be worked out in detail from a single basic de- 
sign, forming a single, integrated family. Never 
before had such a project been proposed, or 
even considered, by any type designer, printer, 
or type manufacturer. The plan was accepted 
and work began in earnest in 1958 with a erew 
of craftsmen assigned to Frutiger for the com- 
pletion of this ambitious project. 

The conception has been magnificently executed, 
as can be seen by the first fonts in this new 
eries which have now arrived in the United 
States through American Type Founders Co. 
The man responsible for bringing Univers to 
this continent is Jan Vander Ploeg, type direc- 
tor, ATF. 

The manner in which Frutiger has successfully 
achieved his aim in the creation of a new con- 
temporary sans serif family is shown in the fol- 
lowing examples. 


The structure 


The heart of his achievement is best visualized 
in the chematrie box chart (seel) which is ana- 
lvzed wherever the subject of Univers comes up 
for discussion. The basie letter sizes are indi- 
eated by tens, which in the chart range from 
the 30’s to the 80’s. The different widths and 
heights are indicated by single numbers, which 
in this chart range from 8 to 9. Odd numbers 
signify roman, even numbers signify italie. By 
this means a mathematical sequence permits the 
determination of both the areas where new faces 
should be designed, and the areas where new 
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additions might be designed if the need war- 
rants it. (For example: a new italic for 54? a 
new expanded light face for 43?) 

The schematic structure is proven by the fact 
that all the resultant outs (type faces) are based 
on the same design principle, thereby accom- 
plishing a complete design integration. 


Subtle innovations 


Let us take a closer look at some of the subtleties 
which account for Frutiger’s suecess in the com- 
plete series. 

Examples (2) and (3) clearly indicate that a 
type designed by means of compasses is to be 
rejected not only on theoretical grounds but also 
for optical reasons. At first glance Frutiger’s 
variation of the beautiful and complete geomet- 
rie circle may appear disturbing. The inten- 
tional variation is required by optical illusions 
of the eye which perceives horizontal lines as 
heavier than vertical lines. By the acute differ- 
ences between the circle (0) and the square (n) 
conspicuous tensions are formed, which impair 
the quick gliding of the eye into the center of 
the following letter, thereby reducing reada- 
bility. Frutiger’s solution is seemingly a dis- 
tortion with the paradoxical effect of increasing 
legibility. 

The more the round letters correspond the 
square letters, the greater is the accentuation of 
horizontal lines, so that space is thereby freed 
from annoying and intrusive tensions, and the 
eye permitted to move faster. Obviously this is 
done with restraint, for if there is too much 
similarity in letters, readability is reduced. 
Because of our long familiarity with serif faces 
our eyes are not yet accustomed to the sans 
serifs, or the grotesques. To surmount our short- 
comings Frutiger expanded the white within the 
letters and reduced the white between the letters 
(see 4 and 5). In doing so, he was able to main- 
tain the light even gray values, and thus achieved 
a richer play of the white in the letters and of 
the white between the letters. This creates a 
unit (a word) which is composed of single indi- 
vidual letters. 

Optical adjustments to type must be treated 
alike and Frutiger has mastered them with a 
subtle eye. In principle the letter strokes are 
based on three thicknesses. The vertical are the 
heaviest, the horizontal the lightest, and the 
diagonal in between. At the same time they 
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vary as follows: the strokes of E H T L are 
normal (see 6), and the small B R P slightly 
lighter. The three horizontals on E are some- 
, | what lighter than the single horizontal stroke 

5 of the II. Also, the optical height of capital 

/ \ letters is relative, as well as the height of the 
middle axis. Caps which delineate the height 
with the small side of the stroke (11) are larger 


/ (see 7) than those which delineate the height 

{ ia eeaniil 8 with the broad side of the stroke (E). The opti- 

| | eal middle axis of F is somewhat lower than 

that of H. The middle bar of E is slightly lower 

than that of H, and G has the lowest of all. All 

of these differences are slight an dare designed 

to convey an even optical height of all cross bars. 

To obtain maximum balance and harmony be- 

nee tween caps and lower case, Frutiger decided to 

quand all increase the middle axis (n height) and reduce 

quand quand ascenders and descenders which increases legi- 
quand quand bility in the small point sizes (see 8 

quand A valuable feature for reproduction of Univers 

quand is its facility for keeping the same and true pro- 

quand portions in all sizes. This shows same propor- 


: 

quand d tions both reduced and enlarged (see 9). 
quand quan To obtain a more tranquil, even type, all end- 
quand 9 ings —a, ¢, e, g, s—are horizontal. The e is 


smaller than the 0, and the penetration of the 


quand 


white appears optically as wide as the o. 
The u is smaller than n because the white enters 
from the top and thus appears more active than 


a b C d © f g h the n where the white escapes at the bottom. 


More detailed study of the subtle refinements 


j k | Mm ‘al '@) @) q r in Frutiger’s Univers is possible. To examine 


them is to delight in artistry and fine craftsman- 


ship. Apart from the matter of the desien itself, 
St uvwt yz sya tially : 


Frutiger’s achievement will undoubtedly have 
an impact on the nature of future type design, 


A B - D E E G H and in the choice of type faces for any printed 

matter. Frutiger has demonstrated conclusively 
that a completely unified, integrated design in 

J K & M N O id 6) R typography is possible. The day of the isolated 

faces may be coming to a close, making way for 


S 7. U VV VAVs 4 ~ WA &| the integrated family. And with its demise must 


#0 the compromises which designers have had to 
repeatedly make because of the lack of type face 
1 2 3 4 e) 6 7 8 9 @) concepts and designs more in keeping with con- 


temporary needs, @ 
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LEO LIONNITS 
LIONS TAILS 


Symbol of a changing design world from prixt’s past. 


In the past 21 years print has felt many influences both in editorial direction 
and visual presentation. Among the most signficant of these influences, in our 
opinion, was Leo Lionni. In 1956 he joined the editorial staff as Lawrence 
Audrian’s co-editor. During his two year association with the publication a new 
look began to take form. Mr. Lionni was aware of the changes which were taking 
place in the design world. He felt the print reader was becoming a more futur- 
istic man. And it was during this time that the publication took a swing from 
being a purely historical journal of the graphic arts and began to merge the 
aesthetic and the practical. This same principal still remains one of PRINT’s 
devoted directions. 
Particularly memorable to print readers of the Lionni era are his Lion’s Tails 
. a potpourri of visual miscellanea. They were fondly termed ‘‘Lionni’s four 
pages’’ and appear here for reasons of nostalgia, appreciation and inspiration. 
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This tail’s lion is from Calder’s illustrations for THE 
FABLES OF AESOP (Harrison of Paris, Minton, 
Balch & Co., New York, 1951). His gay drawings, as 
direct as a child’s look, remind us of his wire sculpture. 
One can see through them, miraculously, without losing 
the sense of their peculiar anatomy or involvement. 


Some artists gravitate toward the nervously improvised 
line, others build carefully with geometric shapes, others 
still make visual statements by softly blending closely 
related colors. Ivan Chermayeff, a recent graduate of 
Yale’s Graphic Design course and the new art director 
for CRAFT HORIZONS, derives the vitality of his 


com dositions from the disciplined forms of ty pe de sign. 
‘ J ; ; ; 















Idntical twins by 
Henry Moore? Rub- 
blings of protoetrus- 
can stelae? No. They 
are the metal inserts 
that annually bring 
our Connecticut li- 
cense plates up to 
date. 


Engrave rs proo] 7: 


and the imperfect. They are the true 


with their dead metal aggressively alive, and makeready 
sheets heavy with incongruous colors, reveal the visual impact of the unplanned 
organic forms of typography. 




















Antonio Palladino 

has written us 

an encouraging note 

about PRINT’S Italian issue, 
From his letterhead 

comes this 

amusing woodcut 

which reminds us of 

the good Tuscan wine 

in an “osteria” not far from 
the Leaning Tower of Pisa. | 
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NANONE’! 
LCUORED 
ELCAFFE' 
LCAFFE’H 
AGSENZA 
CAFFEINA 
E’ILCAFF 

E’DELVOS 
—— 


ItalianssomehowmanagetodecipherthisattentiongettingadrertisementforcoffeeHag 


This elegant Indian bird is as full of calligraphy 
as the walls of the Alhambra in Granada. In all 
corners of the world man has discovered the pleas- 
urable texture of his writing symbols and used 
architecture and his artifacts. 


it to enhance his 























ined | Mollusca and manhole covers have made design 
in the round a recurrent theme in this issue. 

Their structural character seems to be ea presse d 

i my radiant symmetry, But the circle, like our 

i fumiliar rectangle, holds design possibilities that 

are as rich, varied and Umer pe cted as the SU pe rb- 
ly organized drama of men, beasts and orna- 


ments in this medieval checker, carved in ivory. 








sidan le 








lati if While the circle and the Square are deliberate COnN- 
; figurations saturated with the comple rmyste ries of 
f symmetry, a triangle can be cut with one impulsive 
snip of the scissors. Here it is again, in the form 
is of an announcement for Cooper Union, to show us 


, that the creative possibilities of simple basic shapes 
r from . 


f Pisa. | 


are never exhausted, 





“SEND ME 
A MAN 
WHO READS” 


International Paper’s new campaign 
serves both private and public interest 
with dramatic results. 


International Paper’s ‘‘Send me a man who 
reads’’ corporate advertising campaign has 
met with unique success since its inception this 
past May. It is significant that until this time 
the largest paper company in the industry had 
never advertised to the general public. HE Why 
did the billion dollar corporation decide to em- 
bark on a national advertising campaign to con- 
sumers? Why did they decide to talk about the 
‘‘printed word’’ in general rather than Inter- 
national Paper? What exactly has been the 
reaction to ‘‘Send me a man who reads’’. . 

from their own salesmen, customers, industry 
and the American public in general? Could it 
only happen in this era? M® Richard J. Wiech- 
mann, International’s advertising manager, gives 
the following reason for embarking on the 
broader campaign. ‘‘Times change—and so do 
market conditions. Management decided to under- 
take a boarder advertising program because it 
would strengthen our selling stance for the years 
ahead. It was a sales decision all the way. We 
subscribe to the fundamental principle strongly 
shared by our advertising agency, Ogilvy, Ben- 
son & Mather, that advertising’s job is to sell.’’ 
@ Management had approved the idea for an 
expanded program and the question of what to 
say, and to whom, came next. The Gallup re- 
search organization was retained to make a sur- 
vey of what people knew of International Paper 
Company. The results: not many people, either 
inside or outside the industry, had a clear image 
of International Paper. Even those people who 
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claimed they knew the company were not aware 
of the scope of its operation. HM At this time 
the idea was born to have International sponsor 
a message that presented the specific benefits of 
reading in terms the public could understand. 
The idea was a natural. For not only is read- 
ing, or lack of it, a matter of national concern 
... but reading represents the most important 
outlet for paper. 


Theme in practice 


Theme established, execution came next. To 
encourage more reading, it was decided that a 
series of advertisements would be run to prove 
that successful people read more than the less 
successful. Hi The headline ‘‘Send me a man 
who reads!’’ appears throughout the series. 
Each of the five two-page spread advertisements 
has a full-page bleed photograph on the left side, 
flanked by a full-page of copy with the new 
Lester Beall-designed International logo at the 
bottom. Mi The first in the series shows a stu- 
dent concentrating in the library, the second a 
young executive selecting a magazine, the third 
a farmer catching up on his reading at night, 
the fourth, an intern studying while on duty, 
the fifth a successful businessman clipping an 
important newspaper item. Although there is a 
wide difference in subject matter and treatment, 
all of the ads are meant to convey the quality of 
lonely endeavor. Each of the individuals is pur- 
posely shown in a place where he might naturally 
choose to read and concentrate. Four of the ads 
were photographed by Arnold Newman. Photog- 
rapher for the farmer was Eliott Erwitt. To 
make sure that the facts in the written copy 
were straight, International sent a leading re- 
search organization to interview students, doe- 
tors, farmers, lawyers, and businessmen on their 
reading. MH The copy bears down on the re- 
wards of reading ‘‘men who read more, 
achieve more.’’ A typical passage reads: ‘‘The 
significant ideas events, and personalities of 
history await your convenience on the printed 
page. You leave them when you wish, and when 
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you wish to return, words become servants. Your 
awareness is more intense, your pleasures more 
vivid, your mind is more richly furnished. The 
printed page makes you heir to the wisdom of 
the ages. Read whenever you can.’’ The 
campaign began running in June in the Reader’s 
Digest and Fortune. An estimated 29 million 
readers saw it during 1960. To make sure that 
all key groups saw it, International sent a pre- 
view booklet with Fortune-size reprints to top 
customers, college presidents, educational edi- 
tors, college librarians, and college bookstores. 
Another booklet, in Reader’s Digest size, was 
sent to leaders in the National Education Asso- 
ciation and to a list of school teachers who use 
Reader’s Digest in their classroom teaching. 
Also to PTA regional officers, adult education 
groups, book and magazine publishers, and a 
list of special libraries. Special reprints of each 
advertisement, in Fortune Magazine covers, 
were also sent to important customer lists. HB 
From the first ad there were 50,000 requests for 
reprints within two weeks. In all, International 
Paper has had to print nearly half a million 
reprints in response to requests. Every state in 
the Union was heard from, as well as a good 
number of foreign countries. H Undoubtedly, 
International Paper Company had expressed in 
print some of the anxieties and hopes of a 
troubled populace at a most timely moment. 
sut what about International’s salesmen? How 
did they react? Did this campaign help them 
in their selling? Decidedly, in the affirmative. 
They feel that the campaign has opened many 
a closed door. Eighty-five percent responding 
to a questionnaire said, in fact, that their cus- 
tomers or prospects had commented about the 
series. And 71% said they had received inquiries 
or orders because of it. Mi The campaign had 
filled a need. It had been timely. Mr. Wiech- 
mann commented on this: ‘‘ When the Russians 
beat us into space with Sputnick, there was a 
change of attitude in this country. Old-fashioned 
concepts, such as reading and education sud- 
denly became important. 
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THES tivertisnn” photography 
MIDDLE EAST 


By Vanda Roberts 


Mention Casablanea, Tripoli, Beirut, the Sahara 
Desert, Cairo, Istanbul, Athens, the Red Sea to 
a photographer worthy of the name, and you 
are sure to titillate him; after all, the Middle 
East is virtually the birthplace of the world as 
we know it today; there is an inescapable aura 
of mysticism in each of those names. Who, there- 


fore, could blame him, or me, for conjuring up 


the mental image that we’re talking about a 
part of the world rife with picture-taking possi- 
bilities ? 

It took me ten weeks and 12,000 miles to learn 
that in the case of the Middle East, it is better 
to contemplate than to do. 

In all fairness, | will say that my disillusion- 
ment stems from the perspective of trying to 
create dramatic, illustrative photographie illus- 
trations for the trade-paper advertiser, to ap- 
pear in media that cannot possibly be identified 
with anything else but a realistic price strue- 
ture. For, the photograper who has an unlimited 
budget, can transport professional models from 
Paris to Tripoli, a Mercedes from Stuttgart to 
Cairo, the Middle East would be enchanting. 
But, the fact remains I make my living, pri- 
marily, from the business-magazine advertiser. 
Budgets for an illustration produced at the in- 
ternational level rarely can exceed $1000-1500. 
In 1958, 1959, and 1960, of the total 400,000 
airmiles I recorded, this price base proved more 
than successful for an Alaskan trip (7 consecu- 
tive weeks); South American trip (4 weeks) : 
and for a journey to the Far East (14 weeks) ; 
but I will admit that the Middle East trip of 
ten weeks this summer was frustrating. A de- 





Silhouette shot of Vanda Roberts at work in Beirut, Lebanon. 




















scription of my thoughts, reactions and experi- 
ences will perhaps tell you why: 


Madrid 


Madrid was my jump-off city. I found it mod- 
ern, with wide avenues, many shops, restaurants 
and hotels. If you took the Spanish signs off 
the windows, it would look like a typical scene 
in any one of a hundred American cities. There 
is an old Madrid section which does have some 
atmosphere, and which was used as a_back- 
ground for one of my illustrations. Generally 
speaking, however, it is a disappointing city for 
the photographer. The bull fighting arena looks 
like a portion of Yankee Stadium. I did not see 
the fights as the slaughter takes place only on 
Sunday. The people were unresponsive, hostile in 


some instances. 


Casablanca 


A complete change from Madrid . .. modern in 
places, but dotted with its ancient, native sec- 
tions. I would have liked to have spent more 
time here, but my commitments made it neces- 


sary to leave after two days. 

Tripoli 

Not very large, with a handful of good-looking 
streets. They have a principal avenue which 
runs along the water’s edge and it is most at- 
tractive. The city works from 8:00 a.m. to noon 
... then everybody goes to sleep until 4:30 p.m. 
It is almost impossible for me to get used to 





these hours .. . before you get started, the day 
is over. 

I was flown out to the Libyan Desert to create 
an oil well illustration. A two and half hour 
trip on a DC-3 Bonanza into nowhere . . . then 
an hour over the desert on a Land Rover 
heat and dust almost impossible to describe .. . 
it is impossible to stay out in the sun without a 
head covering ... the heat is so intense that 
heat waves are always visible. I saw my first 
mirage ... it looked like a white cloud, but 
there were definite outlines of houses of white 
brick with red tile roofs. Eerie is the only way 
I ean describe this. 

To say that my first view of the oil rig was dis- 
appointing would be the understatement of the 
year. I have seen rigs all over the world, but 
none to compare with the condition of this one. 
It was filthy! Mud was caked on virtually every 


piece . . . sand was everywhere and on every- 
thing . . . although this installation had only 


been in the field since January, it looked like 
equipment that had been abused for 5 years. 
Two of the engines were completely taken apart 
... parts were scattered everywhere. The crew 
was trying to fix the clutch of the gear works 
and rags, boxes, tools, parts were in an unholy 
mess. Wherever a bolt was missing to fasten a 
guard rail, they had used rags or rope. The 
erew worked in rags... the Arabs on the plat- 
form have one pair of pants and shirt and they 
are issued another pair only when they wear out. 





Realities, 














When I arrived they were pulling pipe, and | 
set up my camera to make color views. (Ilassel- 
blad, 500C). Before I could make my first ex- 
posure, there was a gushing of surfur water out 
of the pipe line, which covered everybody and 
everything with a layer of mud. I was satu- 
rated from head to toe, and so was my equip- 
ment. It was impossible to get the camera to 
operate, which made it necessary for me to 
switch to the Hasselblad Superwide, which for 
this assignment was not the camera to use; (I 
was making an all-out try to get a camel’s head 
in the immediate foreground, the rig in inter- 
esting juxtaposition ). 

[ had gone into the desert with four Arab boys 
and we brought in two wild camels. This was 
quite an experience ... to se us all battling to 
vet the animals in position. 

There is no question but that Tripoli is an eye- 
opener for the American concerned with our 
prestige in the Middle East. The American is 
looked upon with a deep-seeded hatred. The 
Arabs spit near you when you walk by. My ear 
was stoned by the natives. The local government 
refers to American aid as ‘‘stingv’’ (our last 
contribution was $90 million). The rent at Weeks 
Air Foree base has been raised from eight mil- 
lion dollars to forty million. The oil companies 
out here are producing oil and creating pipe 
lines and refineries, but there is a live feeling 
that everything will be taken over by the gov- 
ernment when it is finished. All internal travel- 





Mrs. Roberts directs Egyptians and camels near Cairo, 


ing is controlled... it is impossible, for example, 
to go from the main part of Tripoli to a suburb 


Without your passport. 

Cairo 

Civilization once again. The people are friendly, 
courtesy to the foreigner is ever-present. There 
are wide avenues, green parks, general cleanli- 
ness, a feeling of progress. The Nile is all they 
say it is. The pyramids are awesome, provide 
a wonderful backdrop for an illustration, of 
course; Egyptians and their camels are ready 
to cooperate (due no doubt to the Cecil B. De 
Mille visitation here). 


Athens 

A mecea for the tourist . but too stultifving 
for an ageressive photographic illustrator. It 
takes government permits, government bureauc- 
racy, fuming delays to get approvals, coopera- 
tion and the right to proceed with photography 
of the buildings now twenty centuries old. 


General reactions 

It is difficult for the average American to com- 
prehend what he would face in the Middle East. 
These countries are accepting the American dol- 
lar, but since there is virtually no outward evi- 
dence of American products being used, that 
means they're buying foreign-made materials. 
Sanitation is almost unheard of. The public 
streets are used as conveniences; there is eon- 
stant stench. Food, of course, is a major prob- 


Egypt during her recent assignment in the Middle East. 




















When an idustrial photographer's assignment 
takes her to the Middle East 

she’s liable to meet many curious folk. 

Here Vanda combines photographic acumen 
with personal charm as she cajoles 


; 


Mr. Camel to “say cheese.’ 


lem, and almost impossible to overcome. Ferti- 
lizer is almost always human excrement. Poultry 
and beef do not taste like we know them, be- 
cause of the unbalanced, shift-for-yourself diet 
cattle and chickens have to scrounge for. Green 
vegetables are never seen. At parties, the ‘‘deli- 
eacies’’ are stuffed pig spleen . . . roast spar- 
rows (with feathers still on them) .. . scrambled 
eggs dripping in olive oil. (I was a guest of an 
Arabian sheik, and saw something that I thought 
had disappeared in the Middle Ages. The first 
ring of guests were the VIP’s ... the second 
ring was comprised of the lesser lights . . . the 
third ring fell into another step on the social 
scale ladder, ete. . . . as the guests in the first 
ring discarded the bones they had been gnawing 
on, they would throw them back to the second 
row, and when they were through with their 
gnawing, the bones would be hurled back to the 
third ring). 
There is a general lassitude everywhere . . . you 
never see signs of activity . .. no one can be 
hurried . . . education is atrocious . . . abject 
poverty is everywhere . . . the heat is oppressive 
the dust will get you if nothing else does 
. Women possess no stature, and the profes- 
sional woman is an object of scorn. 
I am not sure what concrete purpose our em- 
bassies serve .. . the American business man is 
unquestionably America’s best ambassador here, 
for he is the only one who talks with, attempts 
to understand the opinions of the local citizenry. 
Travel is complex, restricted and, of course, 
expensive. 
Give me the Malayan jungle .. . the Alaskan 
tundra .. . Mexico’s Sonaloa . . . but not the 
Middle East. I’ve had it. @ 
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Demonstrating a myriad of design concepts, pro- 
duction techniques, and imagination is a 500- 
page vearbook designed for the University of 
California at Los Angeles by Abe Gurvin. Mr. 
Gurvin designed the book while a post graduate 
student at the University. His creation shows 
what freshness the academic freedom from pre- 
conceived notions can bring. 

Something of a long-range project, the UCLA 
yearbook took most of a year to plan and pro- 
duce. It involved an integrated promotional 
campaign with letterheads and posters. The 
basic theme developed was that the yearbook 
might be compared to an advertisement ticket 
which would become a passport by which the 
reader gains entrance to the significant happen- 
ines at the school over the year. 

The editor, Bob Moriss, wanted from designer 
Gurvin a fresh and new approach ... one that 
would reach forward and say 1961, or even 
1975. As a one-man art director, designer, illus- 
trator, copy writer and production man, Gurvin 
developed a new and personal graphie language 
which he felt the project demanded. He spent 
a lot of time in research, roughs, and just plain 
sorting and selecting from reams of photos, 
paper stocks and type faces. 

The slick pages were printed by letterpress, some 
in four colors, others in two or three. They were 
pre-separated with overlays, with a minimum 
of bendays, double-printing or stripping allowed. 
IIe used the Fluorographie process to achieve 
automatic halftone drop-outs on some of the 
pages, veloxes on others. The foil and Strath- 
more beau brilliant purpe pages were run offset. 
Among the thoughts of the designer on how a 
flavor and continuity woud be achieved in a 
project of this size are: ‘‘Only by carrying 
through the entire concept by myself, did I feel 
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... from the man or his environment? 
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Title page to the yearbook. Symbols represent the book’s 
contents. The building was created from a velox of an 
actual brick wall which was then cut into component shapes 
and printed in red. A yellow pattern has been superimposed 


on red to give a convincing feeling to the brick color. 








it was possible to present the result with a maxi- 
mum of freshness and emotive vitality. Often 
this meant a direct approach—doing the finish 
right from the thumbnail.”’ 

A serutinous eve will find anything from novel 
typefaces to Afghanistan newspapers in the 
designs. Most of these are from Gurvin’s own 
collection many of which he found in Europe. 
In his own words on how his collection was 
acquired: ‘‘I bought a beret and painted my full 
baggage weight allowance in reams of sketches 
of quaint, ornate street lamps, buildings and 
people. Among my favorite pastimes is creating 
experimental animated films—some painted and 





scratched directly with the addition of colored 
dyes, zip patterns, chewing gum and subliminal 
clips rhythmically interspersed. The raw ma- 
terials for these ventures often come from my 
collection of novel type faces, lush textures and 
burlap bags, Victorian and Vietnamese steel 
etchings, scraps of Medieval tapestries, textiles, 
and otherwise ostentatious decoration. If you 


find a hole in your drapery I probably have it 
on file.” 
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: Spreading across the pages above is a typical Gurvin spread for the UCLA year- 


sais | book project. 
KEMN 


Starting on page left are shown complicated progressive proofs for a typical three 
color spread from the yearbook, Left to right are proofs for colors black, red and 
blue plates and final three color page. (See this issue’s cover). 

Directly below is one of Mr. Gurvin’s inserts which was printed in red and blue 
on foil to add excitement to the book. 
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Twelve prominent members 
of the design world 

express divergent views on 
what is the 


SINGILIc 
BIGGEST 
PROBLEM 


in the design field today 


gy BRUCE BECK, BRUCE BECK DESIGN, CHICAGO, ILL, 


The problem of decision has become important 
because there is a growing list of businesses 
which have come to realize that design is im- 
portant to their success, but which are still 
groping for ways in which it may be approached 
and evaluated. It 
very 


is not a problem for some 
have 
developed a natural rightness in approach and 


rare companies whose executives 


attitude,, nor is it a problem for the company 


which doesn’t care. 

Every design solution springs from the mind 
and from the heart. It is, on the one hand, a 
functional organization of visual elements: but 
it is also—always—an expression of the aesthetic 
pleasure to be found in these relationships. 
Thus, if design were only aethetic it could be 
left to the designer and the personal taste of 
his client. If it 
solution would either be self-evident or easily 
provable. 


were entirely rational, the 
It is the dual nature of design which 
poses the problem. 

In an attempt to deny this dual nature, there 
are designers who have organized on a business 
basis, and who communicate in a business lan- 
guage, but in so doing they lose part of their 
reason for being. They use machines to register 
visability and computors to total the result. 
They may translate business into art for certain 
clients but contribute nothing. 

It is equally dangerous to resolve the problem of 
decision by total reliance upon personal ex- 


pression. There are designers who improve a 
business image by making it resemble their 


own, and when they become completely success- 
ful in hiding self-doubt and humility with an 
air of assurance, they attract the client who finds 
a false image preferable to his own; in the 
delusion that a decision can be resolved by 
hiding the problem. 

The designer is really no strange breed of eat. 
IIe is simply a more or less logical artist who 
is willing to apply his talent to the glorification 
of something other than himself. To do this he 
must take equal professional pride in his ability 
to think and to organize as in his artistic intui- 
tion. The business which would use him well and 
completely, will develop something of this dual- 
Because their objectives and 
reflect 
recognizing both aspects of design; the problem 


ity themselves. 


standards of evaluation will need for 


of design decision becomes approachable on a 
human level, sans machine, sans humbug! 


@ CHARLES T. COINER, IN CHARGE OF ART DEPT., 


N. W. AYER & SON, PHILADELPHIA, PA. 


Considering the opportunity, the need for good 
design in the varied fields of industry, we find 


so very little that is outstanding. In my par- 
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ticular field, advertising design, we have a situa- 
tion where the full potential is not being 
realized. What is wrong? 

The Aspen Conference was proposed as a pos- 
sible means of getting designers and industry 
into a better working relationship. At the last 
conference (the 10th), the solution had still not 
been found. 

Some progress has been made over these years. 
At the last meeting Eliot Noyes told us about 
his work for IBM, a truly outstanding example 
of the integration of all aspects of design for 
one company. However, considering the volume 
of business, the size of industry in this country, 
how many IBM programs do we have? 

Many outstanding ereative designers are work- 
ine for themselves as indendent freelancers. 
They spend the biggest part of their time work- 
ing on small comparatively unimportant jobs; 
and these they do exceedingly well. 

Ilow can the talented designer be put in a more 
important position where the challenge as well 
as the opportunity is greater? 

The solution depends not so much on industry 
as on the independent designer. Industry, to 
be sure, must have a greater recognition of the 
rare talent and display more guts in putting it 
to use. The independent designer, however, 
could make a more serious effort to work with 
industry. He must put aside the ‘‘precious’’ 
attitude about his work and learn to cooperate 
in joint effort. 

Perhaps the difficulty stems from the connota- 
tions of such words as ‘‘creative’’ and ‘‘creati- 
vity.’’ Designers regard themselves as creative 
people. When creative talent is applied to a 
business problem, many external factors have 
to be taken into account. The resulting design, 
to be effective, has to represent an intelligent 
accomodation of realities over which the de- 
signer does not have complete control. This 
process need not do violence to the essential 
ereativeness of the designer. Indeed, successful 
handling of it is an art in itself from which 
great satisfaction ean be derived. Unless de- 
signers recognize this and go into business situa- 
tions with a realistic attitude, they never will 
succeed in making the rich contributions of 
which they are capable in a business-oriented 
society. 
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@ W. M. DE MAJO, DESIGNER, LONDON, ENG, 


Waste of time: The time wasted in doing other 
people’s jobs. Every day one finds that a con- 
siderable amount of time has to be spent because 
other people do not do their job. Although sup- 
pliers are asked to quote in a specific way, they 
will find the means of complicating one’s life 
by quoting in their own peculiar manner, Many 
hours are wasted because people do not give 
all revelent information at the appropriate time ; 
the use of different terminology, and the lack 
of international sizes, weights and similar stand- 
ards invariably entails extra work, simply be- 
cause two people at opposite ends do not 
understand what the other is talking about. 
Lack of time: In most cases designers are not 
given sufficient time to do experimental and 
preliminary work. Quite often design is not 
considered until the last moment, and every- 
thing is needed in a rush. This is not Condu- 
cive to good work. It is an all too frequent 
occurranece for sales representatives of even 
large companies to insist that their designers 
produce a sketch within 24 hours from being 
given the brief. 

Disadvantages of mechanization: Ever inereas- 
ing high-speed production machinery means 
lower standards of quality, increased limitations 
of forms and shapes which puts a damper on 
unusual design approaches. This applies par- 
ticularly to product and package design where 
machine manufacturers refuse to make efficient 
machinery which is sufficiently easily dajustable 
to prevent many items from looking alike. 
Lack of trained executives: Quite often execu- 
tives responsible for the use and purchase of 
design know little or nothing about it and are 
incapable of issuing a clear brief. 

Lack of sponsorship: There is no one to take the 
place of the nobility and the churches of the 
early centuries who supported deserving and 
promising creative artists, permitting them to 
be creative without equating hours to money. 
Since commerce and industry have taken the 
place of the monied aristocracy they should do 
more about it. 

Lack of design training and edueation: There 
are not enough good schools and good teachers 
available. Students are not taught enough 
about the different aspects of the design busi- 
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ness. Schools tend to tura out ‘long haired’ 
artists who, at the best, can draw a ‘‘pretty 
picture’’, (quite often to not more than a mini- 
mum standard) without teaching them also 
craftsmanship, production and business methods. 
Each student, as part of his curriculum, should 
be made to obtain practical experience by work- 
ine for a period of time within a business or 


industrial organization. 


LOU DORFSMAN, CREATIVE DIRECTOR, CBS TV, 
NEW YORK, N. Y. 


It seems to me that one of the biggest problems 
in the design field today is that designers are 
asked to answer questions like this one much too 
often. In an endeavor as abstract as design is, 
the absenee of scientific theory makes for a 
field day of questions on such all-embracing 
generalities as ‘‘creativity,’’ ‘‘imagery,’’ and 
‘problems in deszzn,’’ all of which seem reason- 
able and all of which are really unanswerable. 
The design field, as we know it is many things 
and many fields, each with its own peculiar set 
of problems, conditions and objectives. I ean- 
not think that the book designers’ problems are 
the same as the industrial designers’, and that 
the advertising designer and the furniture de- 
signer face similar challenges. How much does 
the architectural designer have in common with 
the problem of the package designer? And 
surely, the person designing sets for television 
is In another design world from the person who 
designs type, or designs with type. 

All designers certainly share one objective, or 
should. That objective, in its simplest form, is 
to meet and solve problems by using good design. 
In the final analysis, the biggest problem in the 
design field is the designer himself. This seems 
to me to be as true in our field as it is in medi- 
cine, science, education, or for that matter any 
other human endeavor. 


MJ. GORDON LIPPENCOTT; WALTER P. MARGULIES, 


LIPPENCOTT & MARGULIES, NEW YORK, N. Y. 


It is up to the designer to show clients that his 
role as a visual communicator is taking on new 
dimensions. 

Most of these questions have to be resolved be- 


PRINT 


fore the design program begins. .And herein lies 
the designer’s major problem—to convince his 
client that design is not the bow on the end of 
the kite, but rather an integral part of the proj- 
ect reinforcing and complementing all other 
forms of communication. To be fully effective, 
the designer should have a close working rela- 
tionship with the client, the advertising agency, 
and all others involved in moving the product 
into the hands of the customer right at the 
beginning of the program. 

Ilow ean the designer-client relationship be im- 
proved? There is not a pat answer, nor is it 
something that ean be done overnight. It de- 
mands the concerted effort of everyone involved 
in the design profession. 

The designer can act in three areas: First, as a 
step in a long-range program, the design pro- 
fession should give closer attention to courses 
offered in our colleges and universities. Our 
future designers should be grounded in mar- 
keting, along with their design studies. 
Seeond, on the business level, the profession 
should actively support and initiate seminars 
for manufacturing executives, designers, adver- 
tisers, and those in communications. 

Third, the individual designer’s strongest argu- 
ment, always, is his own performance. He can 
promote the role of design in marketing today 
by documenting his work in case-history form 
and presenting it to influential groups in 
speeches and in articles. 

All of these are steps to eventually help erase 
the lingering impression that the designer is an 
‘‘ivory-tower eraftsman.”’ 


HERB LUBALIN, SUDLER, ITIENNESSEY & LUBALIN, 
NEW YORK, N. Y. 


An art director’s biggest problem is his copy- 
writer. With the tremendous strides that are 
being made in graphics, non-verbal communica- 
tion has far outstripped the impact of most of 
the printable words, and [ find that tradition- 
ally-oriented copywriters are almost incapable 
of writing creative advertising today. 

On the other hand, superlative graphics can do 
just so much to help communicate a fuzzy or 
unimportant idea. 

I feel that the biggest factor which distinguishes 











good advertising from the mass of mumbled 
communication is memorability. The first step 
to this is the discovery of a simple, basic selling 
idea. It is amazing to me how often the great 
obvious idea is overlooked because of its very 
obviousness. 

The next step is to project an idea in the most 
dramatic way. This relatively simple matter 
relies on the good taste of the art director. 


NOEL MARTIN, CINCINNATI ART MUSEUM, 
CINCINNATI, O. 


Doing good work is the biggest problem in de- 
sign today. It was yesterday and will be tomor- 
row. I suspect that the major reason for poor 
work is the simple fact that the designer is away 
from his office too often. We need time to find 
fresh and appropriate solutions. We improve 
through work and study—-both require time. 


Now, where does our time go? The telephone, a 


device for getting out of the office, has become 
a monster to be dealt with. Travelling to exotic 
places where you have never been may be very 
stimulating and even educational, but it keeps 
you from the drawing board. Panels, symposi- 
ums, conferences on creativity and the like, all 
seem to have become part of the designer’s duty 
(and P. R. activity), but contribute little di- 
rectly to the production of graphie design. As 
your outside activities grow, so grows the size 
of vour office to take care of the details which 
you onee handled. As vour office grows. vour 
control over the work that comes from it de- 
ereases. Obviously, many of our extracurricular 
activities are of value not only to ourselves but 
to others and must be evaluated. 

Along with the time-at-the-board problem is our 
newly found patron, the corporation, who 
through the pioneering efforts of a few major 
corporations has found that design is sound 
business. We are thankful for this, suspecting 
it all along. Suddenly, we find ourselves trving 
to prove it and this is no longer uniquely a 
drawing-board proposition. The mutual orien- 
tation program that must go on, if we are to 
elear up all of the mysteries, is staggering. Then, 
too, it’s getting used to spending money which 
bothers me. For I find that it is more than often 
a major obstacle to not have more modest re- 
strictions on such matters. 


@ SISTER LOYAL MARY, INSTRUCTOR OF DESIGN, 


MARYLHURST COLLEGE, MARYLHURST, ORE. 


In general, the gap in communications and un- 
derstanding that so often exists between man- 
agement and the designer is responsible for 
much headache, confusion and loss of time. The 
widespread innocence of the American public 
regarding matters of art is reflected in the 
American businessman, too busy perhaps to ex- 
amine aesthetic standards closely. 

When the advertiser has established what must 
be made known regarding his good (necessary, 
practical, economical, beautiful) product, let 
him rely more on the designer’s ability to in- 
terpret effectively. 

Problems should come clean and clear, with only 
the most essential requirements weighing down 
chances for a fresh and satisfying solution. 
The designer on the other hand must: under- 
stand people, know the firm and its products, 
accept and intelligently use research which, 
being creative (we hope) can bring new insights 
into what people want and need in regard to 
both the aesthetic and the material, and under- 
stand how visual symbols communicate. (Peo- 
ple respond to design; in general they do not 
interpret it.) 

Designine is creative action that fulfills its 
purpose. This last is important. It rules out the 
selfconscious intrusion of personality and puts 
the accent where it belongs. 


GEORGE NELSON, NEW YORK, N. Y. 


The biggest single problem in the design field 
today revolves around the question of values. In 
relation to this question all other problems while 
interesting, are superficial. It is values, not de- 
sien talent or lack of it, that cause us to devote 
tremendous energy to the embroidering of tail 
fins rather than problems of transportation, to 
the concoction of ‘‘features’’ for tract houses 
rather than to community planning and so on. 
Designers, including some very good ones, are 
involved in the creation of billboards, but it is 
social values that scatter them all over the land- 
seape. If we felt that uncluttered nature were 
more important than the requirements of mer- 
chandising, there would be no billboards. 

There is nothing new about any of this. Ours 


ae es PRAIA 





Next time your customer has‘a job for you, “egg” him into 
trying colored paper. It’s dramatically different, wonderfully 
effective. And now you can get the most appropriate colored 
papers In the right grades and weights courtesy of leading 
mills and Cyanamid quality dyes. <“é¥aNwamiD_—> 























COLOR GETS ATTENTION 


Colored paper perks up printing fast...perks up the mes- 
sage, too! You'll produce two-color effects at one-color cost. 
And colored paper contributes to mood...adds to impact. 
Help your customers create attractive...effective printed 
pieces and “feather your nest” at the same time. American 
Cyanamid Company/ Dyes Department / Bound Brook, 
New Jersey / Headquarters for Paper Colors Since 1870 
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is not the best of all possible times, nor is it the 
worst. Our culture is not monolithic. The de- 
eenecy of the Volkswagen co-exists with the 
vulgarity of the Chevrolet; the elegance of the 
Rolls Royce is always there if you dislike the 
pretentiousness of the Cadillac. A vast and 
largely uneducated population is acquiring cer- 
tain kinds of judgment and sophistication. The 
problem for design, more perhaps today than at 
other times, is not so much a question of where 
or how to do it, but what you believe to be im- 
portant. 


THOMAS ROSS, CREATIVE ART SUPERVISOR, 
KETCHUM MACLEOD & GROVE, PITTSBURGH, PA. 


In product and graphic design there has been an 
accelerating demand for new techniques and 
styles. I feel that in the response to this demand 
we have the biggest problem in design today. 
Broadly speaking, there have been two types of 
response ; and these, I suspect, are classic. One 
has to do with a sort of irresponsible show of 
virtuosity which provides answers that don’t 
depend on questions. 

The second response to this demand for the new, 
automatically rejects the idea of change for the 
sake of change. It must have reasons upon 
which to build. Furthermore, these reasons have 
to be supported by a basis of understanding. 

In the last few years, evidence is growing that 
the first approach is giving way to the second. 
There is also evidence that the rate of progress 
of this development is determined by the quality 
of the designer. The more he recognizes and 
understands his problems as they relate to yester- 
day as well as today, to men as well as to ma- 
chines, the more concerned he is with something 
beyond a superficial answer. There are encour- 
aging indications that the designer is becoming 
less concerned with the pyrotechnics of his trade 
and more with the basie problems of human 
needs and human expression. 

I feel that this reaction to a sort of dehumaniza- 
tion is a logical growth and that the designer is 
being thrust into the tremendously challenging 
role of spokesman for our time. And so the 
problem that faces us is how we aceept this re- 
sponsibility. I’m convineed it means greater em- 
phasis in our art schools on humanistie studies 
and perhaps less on materials and techniques. 


WM RUSS SANDGREN, DIRECTOR OF DESIGN, 


STEPHEN LION, INC., NEW YORK, N. Y. 


Today management is faced with staggering com- 
munication problems that demand far greater 
insight on the part of the designer. 

The solution is simple in theory, but not easily 
attained. Clarifying, simplifying, and minimiz- 


ing the visual impressions to which the public 


is exposed, is the only economical answer to 
building stronger corporate or brand images. 
Naturally, the fewer different design elements 
that relate to a company or a brand, the clearer 
their message, and the stronger the image will 
be. This requires attention to details and co- 
ordination on the part of the designer. 

In the days of the big brands, the package de- 
signer was almost exclusively concerned with 
creating a unique and distinetive package for 
anew brand. Today we are coneerned more with 
developing lines of products capitalizing on an 
already famous brand and/or corporate name. 
This means ealeulating the right degree of fam- 
ily resemblance with the right degree of individ- 
ual product personality. 

In the old days, a corporate design program 
meant designing a trademark and logo-type to 
be rubber-stamped on everything belonging to 
the company. Today corporate identity means 
developing a system of identification that relates 
a myriad of graphie material into a unified look. 
The designer must decide himself whether a 
trademark will be a help or a hindranee in the 
overall program. The corporate design program 
must beflexible to allow for future changes. 
Only recently management has sought a com- 
plete design service to launch new brands. This 
means creating a brand theme, and visually re- 
lating the package, the advertising, the promo- 
tion and the point of sale material, with one 
unified graphie personality. 

The designer cannot shrug off these problems 
to the researcher, the marketing man, or the 
client, because they are not exclusively aesthetic. 
Only the designer is eapable of organizing visual 
elements into a meaningful program. 

Today, the field of visual communication re- 
quires that a team of specialists in all facets of 
eraphie design be related under one roof, serv- 
ing a single marketing design philosophy on a 
given project. 



































studio A new Print feature concentrating on the creative activities of design studios 
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Holiday greetings 
Holiday Magazine greeted the 
public during the holiday 
season with a jumbo Kris 
Kringle poster. Size of pos- 
ter: 7 feet by 3 14 feet. Litho- 
graphed in deeper-than-usual- 
Christmas red, black, with 
copy in green. Illustrator, 
Jerry Martin of Monogram 
Studios. Art directed by Tony 
Mandarino, BBDO. 
Glass design 
Jacob Landau, graphic artist known primarily for 
wood cuis and wood engravings, has now added 
glass to his dimension. 
His Steuben Glass engraving, done on a_elass 
design by Donald Pollard, is a whimsical comedy 
of the seasons expressed in a group of four frag- 
ment-like engraved free forms. Spring is a tattered 
old man caught in the April shower, piping in the 
beginning of life. Summer is the wind and the sun. 
Autumn is a harvest-festive dance performed on 
, ean 
a dry leaf. Winter is a tired old man collecting 
dried branches of the year past to warm himself as 
the snow falls. 
Jacob Landau is with Mel Richman Ine., teaches 
at Pratt Institute. His work has been exhibited in 
Paris and in this country. 
Continued on page 62 
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When a light touch 
is needed, 


Roland Rodegast, 
has the faculty 

of taking weight 

off heavy subjects 
with a keen sense of 
the amusing...and 
the audience. He’s an 
important part of 
the comprehensive 
illustration, design, 
and studio service 


wi means VOU TE 
in the best 
of hands 
at Comart 
Comart Associates, 


8 E. 52 St., New York, 
PLaza 3-4130 
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lechnologically obsoleted! 
That's the way the marchpane* 
crumbled for Peffenhauser 
Same thing with big 
bulky trouser zippers 
Technologically obsoleted by 
Talon Litthe-Zip.. 
the -mallest. supplest, 
sleekest zipper made 
for modern men's wear 
Litth Zip is half the size 

vet just ay strong 
and map TVD h more flexible 
than the big. bulky zipper 
it obsoletes! 
Remember Peflenhan-er 
Dow t let medieval devices 
put sour suits and -lack- 
out of joint with today’s fashions 
Standardize—year round 
on Talon Litth-Zip... 
the only truly modern zipper 
for both heavy weight 


and lightened-up fabrics 
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Pop-ups anyone? 


International Paper’s **pop-up’’ shown in September’s top drawer inspired others who had 
designed “‘ pop-ups’? to send them in. Once came from KGA’s Art Director Sy Leichman. For 
a new Talen product, he pasted an aluminum foil ‘‘pop-up.’’ in the form of a knight’s helmet. 
The headline: ** Technologically obsoleted.’’ 


Opulance 


Opulant art work, the rich texture of brush strokes, a 
variety of papered textures were the main design 
ingredients used by William Steinel of Norman Graber 
Art Associates for this brochure for American Machine 
& Foundry. 

To balanee the freedom of the paintings, which in 
many cases were full double bleed pages, the classic 
dignity of New Caslon was chosen for type headings, 
the readable and stable Caledonia for body copy. The 
same broad copy width with six point leading between 
lines was ued throughout. 

Use of photography added contrast. They also acted 
as visual punctuation where an abstract or decorative 
illustration was used. 

Hamilton Starwhite vellum paper was used for both 
cover and inside pages. The designer felt that the 
‘‘whiter-than-whiteness’’ of this stock added life to the 
photographs. Strathmore Blue Cockle Onionskin was 
used to set off the introductory copy in front of the 


brochure and the product listing in the back. 
Continued on page 64 
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Pleasing, expressive tones, brilliant or muted 
are enhanced appreciably by printing them 
on the right paper for the specific job. Se- 
lecting printing papers deserves the creative 


counsel of a qualified specialist. Such is your 








Oxford merchant. He stocks the full line of 
superlative Oxford coated text and matching 


cover papers; he can deliver immediately 


heats 


the right Oxford grade to suit precisely your 


printing and budget requirements. 















Oxford North Star Papers, pride of the line, 
are a new family of trailing-blade-coated 
papers, distinguished for their remarkable 
levelness and their excellent printability. 
North Star superiority among coated papers 
can be demonstrated for you by your nearby 
Oxford Merchant. For his name, drop usa 
card at 230 Park Avenue, New York 17, N.Y. 
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NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 


paper 
specialists 
to the 
graphic arts 


industry 


Mainefold Enamel 
NORTH STAR OFFSET PAPERS 


Polar Offset Enamel q 


Polar Offset Enamel Dull 
Maineflex Offset Enamel 
Maineflex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO e BOSTON 
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America’s Graphic Design Magazine 





a year-round gift 
that continues 
giving 

pleasure, ideas, 


inspiration 


PRINT 


For the Art Director or Designer . .. PRINT shows 
the paths others are taking. It goes deeper than just 
showing examples . . . it re-creates original sources ot 
inspiration as a source of inspiration to others. 


For the creative Advertising Executive ... PRINT 
can help spur and spark creative imagination to help 
him contribute more toward solutions of graphic 
problems .. . and evaluate graphic work being done 
for him more effectively. 


For the man engaged in Production . . . PRINT 
can help him do his job more effectively by demon- 
strating the systems, methods and thinking of printers, 
typographers, art directors and designers . . . and by 
showing the newest, most economical and imaginative 


ways of utilizing the various graphic reproduction 


For anyone vitally interested in good graphic arts 

.a gift of PRINT is a welcome gift, for it can stir 
the imagination, stimulate creative thinking, help in- 
crease insight and income . . . and bring new pleasure 
month after month throughout the entire year. 


GIFT ORDER FORM 


PRINT Circulation Department 
1519 Conn. Ave., Washington, D. C. 


Please enter Gift Subscription to PRINT for the fol- 
lowing and send acknowledgment of gift. 


First 1 yr. subscription, $9 Each additional 
(Your own or gift) gift, $5.50 

e Send PRINT to: Title 
Address en ee ere 
City State 

e Send PRINT to: Title 
Address 
City . State 

e Include my own subscription ( ) New (_) Renewal 
Name Title 
(00 rae 
PO Cree ee Tr, Cer ee ye State 
C] Bill later [-] Payment enclosed 
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Harry W. Pritchett, vice pre sident of S H & I’s new 
Audio-Visual Division demonstrates one of his flip 
charts designed for IBM, Other graphic examples 
of the audio-visual device appear on the page at left. 


Sudler Hennessy & Lubalin 
creates a packaging division 


and ail audio-visual division 


That new areas of opportunity for the new de- 
sign studio are limitless is demonstrated by Sud- 
ler Hennessy & Lubalin’s giant step into the 
packaging and audio-visual fields. 

Packaging is a $17 billion business today with 
estimates that it will go to $35 billion by 1970. 
And while no concise figures are available in 
the sprawling audio-visual field, it too runs into 
the billions with a huge future potential. 

In both these areas the importance of designing 
and designers is paramount, 

Sudler Hennessy & Lubalin, however, believe 
that the future belongs to these designers who 
do not look upon packaging and audio-visual 
as a specialty ... but as parts in the over-all 
marketing and communication plan, 

As the design division of an advertising ageney, 
Sudler Hennessy & Lubalin can call upon mar- 
keting research, and copy, for consultation, 
Yet, Herb Lubalin, V.P. and executive art diree- 
tor of S HW & Li feels that these should be used 
only as a guide for the creative design solution. 
“Research is necessary,’’ explained Mr. Lubalin, 
“but the time and money spent on this can be 
eut. Why musi six months and thousands of 
dollars be spent to come up with a symbol? 
(iood intuitive creative managing should be able 


Continued on page 66 
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Carey's Big Runs 
Save Big Sums 


Relax and let Carey's big runs build up 
your sales and profits. Whether you're 
planning a catalog masterpiece or sim- 
ple sales piece, Carey will produce it 
handsomely and economically —letter- 
press or offset—in one, two three, four 
or five colors. Join the smart printing 


buyers, call Arthur Friedman, sales mgr 





CAREY PRESS CORPORATION 
406 WEST 31st ST., NEW YORK 
CHICKERING 4-1000 

















COMPLETE WITH CARRYING 
he CASE and INSTRUCTIONS! 


a 3 INTERCHANGEABLE SLIDE BARS 
GIVE YOU... 362,912 COLOR COMBINATIONS 


An excellent and highly useful tool for Artists, Painters, Decorators ard 
Architects. Handy and compact Color Slide has 3 slide bars . . . each is 
12” long and has 13 pure, rich colors on each side. Bars are interchangeable 
and can be used front and back. A plastic Color Framer fits over the color 
bars, gives you 362,912 diflerent color combinations, Complete with instructions 
and snap-shut carrying case — only $4.95 ppd., 3 for $13.95 ppd. Not yet sold 
in stores. (Dealers inquiries invited). 


e MONEY BACK IF NOT DELIGHTED 
POST WAY PRODUCTS, Dept. P-2, 1133 Broadway, N.Y.C. 10, N.Y. 
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An innovation in point-of- 


sale package construction de- 
veloped by S H & L’s new 
Package Division. It is called 
the “Delran” and contains a 
spotted area of specially for- 
mulated pressure sensitive ad- 
hesive to which bottles, cans, 
cartons etc., can be affixed. 
(Below) Award winning Pink 
Ribbon Drene package de- 
signed by John Zeigler while 
at Procter & Gamble. 








to come up with the right design solution more 
quickly. 


‘ 


‘Let’s cut out the red tape,’’ continued Mr. 
Lubalin, ‘‘and let’s get more experimentation in 
packaging. Compared to the advances in print 
advertising, very little new has been done in 
packaging.’ 

This philosophy of ‘‘cutting out red_ tape,’’ 


ce 


‘‘experimentation,’’ and ‘‘progress’’ seems to 
permeate the personalities of the two men re- 
cently hired by S H & L to head up the new 
divisions. 

The director of the new Package Design Divi- 
sion of S H & L is John A. Zeigler, formerly a 
Procter & Gamble package designer. 

Among the packages Mr. Zeigler designed dur- 
ing his five and one-half years with Procter & 
Gamble was the newest for Prell Concentrate 
and Pink Ribbon Drene Shampoo. 

Backing him up is S H & L’s complete staff of 
12 designers, plus a host of illustrators, retouch- 
ers, letterers. Outside consultants are called on 
for unusual construction and technical aspects. 
Also at Mr. Zeigler’s beck is the copy, research, 
and marketing staff of Sudler & Hennessy Inc., 
the parent advertising agency. 

Much of Mr. Zeigler’s initial efforts have gone 
into introducing what S H & L considers a 
‘‘simple, yet revolutionary’’ point-of-sale pack- 
aging project. Full details are not ready, but 
its unique construction reportedly saves paper, 
die cuts, assembly time. 

Also not yet for publication are the packaging 
accounts the Packaging Design Division is al- 
ready working for. 

Harry W. Pritchett has been appointed as vice 
president of the Audio-Visual Division. Mr. 
Pritchett, formerly owned his own firm special- 
izing in motion picture and slide films, television 
production and programing. He has designed 
and produced training, technical, public rela- 
tions and promotion films and presentations for 
several blue chip corporations. Parents in 
PRINT’s audience may remember him best for 
his origination of the TV program ‘‘ Winky 
Dink and You.”’ 

The full foree of Sudler & Hennessy Ine. and 
Sudler Hennessy & Lubalin are available to the 
Audio-Visual Division, too. 
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Creative thinking and careful production planning on every layout, illustration and mechanical 
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Illustrators: DAVID K. STONE ® DON MILLER ® BILL STEINEL ® ROBERT SHORE 


GRABER ART ASSOCIATES 


37 WEST 57 STREET+#NY#PLAZA 3-3251 
Our new printed portfolio of samples sent on request 
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For your own pleasure and when entertaining important clients 
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NEW YORK'S MOST DISTINGUISHED RESTAURANT 





575 Park Avenue at 63rd Street 


Reservations suggested for lunch and dinner TEmpleton 8-6490. Open daily and Sunday 





PRINT 

















materials /nethods 


In this section we bring readers information from graphic arts suppliers of their materials and 
services to help make the designer's job easier and more creative. If you'd like more information 
or actual samples where indicated on any item, write, on your letterhead either direct to the man- 
ufacturer or to ‘Materials and Methods,’’ print, Readers’ Service Department, 1519 Connecticut 


Avenue, Washington 6, D.C. 


Photo pop-ups 


offered of 
photo pop-ups, with pressure sensi- 


Samples are die-cut, 
tive backing that permits affixing 
to letters, folders, brochures, cata- 
logs, presentations. SALES STARTERS, 
GREAT NECK, N. Y. 


Kodak pamphlet 


A 24-page pamphlet telling how to 
use the new Kodak Magneta Con- 


tact Screen (for Photogravure) is 


available without charge. 
The recently-introduced Magneta 
Contact Screen (for Photogravure ) 
is especially designed for making 
intermediate half-tone nagatives 
for the hard-dot processes in the 
publication and packaging fields. 
Its greatest use will be found in 
color work for making intermedi- 
ate half-tone negatives from eolor- 
corrected, continuous-tone positives 


by the contact method. It can also 


be used in the camera instead of 
the cross-line screen or for sereen- 
ing directly onto resist film. EAst- 
MAN KODAK COMPANY, ROCHESTER, 
N. Y. 


New bookbinding material 


A new bookbinding material that 
combines the textured appearance 
of natural linen with easy cleana- 
bility and durability called ‘‘ Natu- 


relle’’ is being used for the first 











ARTISTS, take a whiff . . . by using any one or all 
of the 36 professional SPEEDBALL points... 
plus 4 steel brushes for large size lettering. Five 
styles provide any lettering combination . . . 





allow you to produce drawings with feeling and finish 
that earn immediate approval. Comprehensive letter- 

- ing charts on request for only 
eight cents in stamps. 


“SPEEDBA|| 


( HOWARD HUNT PEN COMPANY, CAMDEN 1.N. J. 
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time in producing the covers for matically measured distances, try and equipment. Available to those 
t a new book, ‘‘Hummingbirds,’’ by this 12” plastie combination tri- using silk-screen printing. ATLAS 
Crawford II. Greenwalt, president angle, T square, and parallel ruler, SILK SCREEN, 1733 > MILWAUKEE 
of the Du Pont Company. The Built-in rollers allow movement up ‘AVENUE, CHICAGO, TLL, 

material is produced in several or down when drawing lines. A 

colors and grains for special tex- spiral index window automatically Matching stationery 

tured effects, DU PONT, WILMING- indicates distances between hori- 

TON 98, DEL. zontal and angular lines as close 


of Hl ; ing 25% cotton fiber envelopes and 
as 1/16”. Lines can be spaced the 


Ilere’s a sample portfolio of match- 


> 











i- ed dij letterheads. White and interesting 
T- a . Pini , ee npens. colors ineluded. AMERICAN WRITING 
" ertical mes are mac e by placing PAPER, HOLYOKE, MASS. 
ball point or pencil in any hole 
; and rolling ruler up or down. Paper selector 
_ t Circles and ares ean be scribed up 
~ to a diameter of 22”. rot-ruLER Te help paper users select the right 
lat COMPANY, RIEGELSVILLE, PA. paper for the job, merchant sales- 
ice men of Kimberly-Clark business 
la- ; papers are distributing a sampler- 
tu- Silk screen data selector folder. This folder con- 
rst Calibrated drawing ruler This catalog for Sereen Process tains openings for the insertion of 
For drawing vertical, horizontal, Printing covers inks, paints, silk, individual grade folders describing 
and angular parallel lines in auto- photo-screens, supplies of all kinds each grade. Also discussed are the 
..and YELLOW, MEDIUM 
GREEN, LIGHT 
TURQUOISE BLUE, LIGHT 
match the other 
AAAA COLORS. 
Fast drying ¢ Non-streaking 
Always fresh and ready-to-use 
3%” x 4” Tube... 45¢ each. 
Designers sets 26-7, 26-13, 26-26 
at your Artists’ Material Dealer. 
lish 
ter- 
n | ' RUMBACHER 
\ Aaee ARTISTS’ MATERIAL 
460 West 34th Street, N. Y. 1, N.Y. 
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AT LAST! 
STANDARD 
ITALIC T1l 

ABCDEFGH 
IJIKLMNOP 
QRSTUVW 

XYZ abcdef 
ghijklmnopq 
rstuvwxyz 0 
Standard | 
Medium Il 
Italic [III 
ABCDEFG 
HIJKLMN 
OPQRSTU 
VWxXYZa 
bcdetghijk 
Imnopaqrst 
uvwxyz 12 


Now available in regular weight, 
caps and lower case, sizes 8 to 
36 point and in medium weight, 

caps and lower case, sizes 8 
to 42 point. 


WRITE FOR SPECIMEN SHEETS TO: 

AMSTERDAM CONTINENTAL TYPES 
AND GRAPHIC EQUIPMENT, INC. @ 
276 Park Avenue South, New York 10, N.Y. 





Materials and Methods (continued) 


erade’s recommended uses, finishes 
and available basis weights. A job 
rated chart serves as a guide in 
paper selection for different proc- 
esses, including typewriters, spirit, 
stencil and offset duplieators. KIM- 
BERLY-CLARK CORP., NEENAH, WISC. 


New fype face 

Allegro, a decorative display type 
designed by Hans Bohn, is now 
available in the U.S. Designed and 
manufactured in West Germany, 
Allegro comes in American point 
body sizes from 12 to 72. Sample 
sheets from AMSTERDAM CONTI. 
NENTAL, 276 PARK AVENUE SOUTH, 
NEW YORK 10, N. Y. 


Colored masking tape 


Introduced—colored plastic mask- 
ine tape designed to perform a 
range of utilitarian and decorative 
functions. 

For example: the tape is. being 
used by the trailer industry as a 
trim on aluminum finish bodies to 
replace the painting of names, 
slogans and decorations. 

It can be used for color coding, 
mending, sealing, binding, bun- 
dling and product and package 
identification. 

It is available in 14 colors and in 
widths from 1%” to 3”. ARNO AD- 
HUSIVE TAPES, INC., MICHIGAN CITY, 
IND. 


Text and cover samples 
You'll find interesting whites and 
colors in wove, laid, and special 
finishes in this Text and Cover 
sample book available from Wausau 
PAPER MILLS, BROKAW, WISC. 


Layout pad 


Allied’s paper merchants offer art 
directors, artists, designers, a free 
lay-out pad—size 14” x 17”—con- 
* and ‘‘TIn- 
fluence’’ colors. ALLIED PAPER COR- 


PORATION, KALAMAZOO, MICH, 


taining all ‘‘Impulse’ 

















TWO-COLOR PROCESS ON ESOPUS TINTS 


@ This 2-color insert printed by offset on 23 x 
29 ATF Big Chief 


@ Photos by Sarra, New York 


@ Dual-Color separations by Pictura, 480 Lexing- 
ton Ave., New York. 

@ Paper: Cantine’s Pastel-Coated Esopus Tints 
(Peach) 25 x 38-80 (160 M). Sold by Cantine 
Merchants 


@ Made by The Martin Cantine Company, Sauger- 
ties, N. Y. 


/ 


Savings gained by 2-color process on Esopus pastel-tinted coated papers 
enable many jobs of printing to be produced in beautiful, satisfying 
color which otherwise would not be attempted at all because of elements 
of time or expense. Step up the quality, quantity and effectiveness of 
your printing by using this modern facility. 

ESOPUS TINTS TEXT ESOPUS TINTS COVER-BRISTOL 


Canary, Green, Blue, India, Pink, Peach, Goldenrod, Ivory Canary, Green, Blue, India, Pink, Peach 


BASIS 23 x 35 25 x 38 35 x 45 BASIS 20x26 23x29 26x40 23x35 
70 119 140 232 80 160 205 320 248 
80 160 266 








anne} [PASTEL coaTteD| ESOPUS TINTS | 








TWO-COLOR PROCESS ON ESOPUS TINTS! 





CANTINE’S COATED PAPERS 


FOR LETTERPRESS 


HI-ARTS 

ASHOKAN 

M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 


FOR 
HI-ARTS LITHO C.1S 
ZENAGLOSS OFFSET C.2S 
ZENAGLOSS COVER C.2S 
LITHOGLOSS C.1S 
CATSKILL LITHO C.1S 


VELVETONE DULL 

ESOPUS TINTS TEXT 

ESOPUS TINTS COVER-BRISTOL 
ESOPUS POSTCARD 

SOFTONE 


OFFSET 

CATSKILL OFFSET C.2S 
ESOPUS POSTCARD C.2S 
ESOPUS TINTS TEXT 

ESOPUS TINTS COVER-BRISTOL 
VELVETONE DULL C.2S 


j 


j 





A good combination! 

Anda good saving! 
Photographs, separations, plates, proofs and corrections for printing 
like this can be made in a matter of days or even hours instead of weeks. 
And produced by either letterpress or offset as fast as presses run. 
There are eight Esopus Tints to choose from: Peach, Canary, Blue, 
Pink, Green, India, Goldenrod, and Ivory. Sold by Cantine merchants 
everywhere. Samples and production information free on request. 
Specialists in Coated Papers Since 1888. 

THE MARTIN CANTINE COMPANY, SAUGERTIES, N. Y. 





{MMMC) (exsrer coateo| ESOPUS TINTS 














Materials and Methods (continued) 


Color planning guide 


Demonstration of 10,000 color ¢com- 
binations obtainable with red, blue 
and black process inks, are in this 
2 volume, 111 sheet Color Planning 
Guide $25, COLORTONE PRESS, 2400 
17TH STREET, N.W., WASHINGTON 
y DC. 


Bookbinding samples 

This sample book contains a vari- 
ety of swatches of bookbinding and 
stripping tape, including a light- 
weight bookbinding tape for use 
where most tapes would prove too 
heavy in caliper. 

MID-STATES GUMMED PAPER, DI 
VISION OF MINNESOTA MINING & 
MANUFACTURING CO., 6850 S. HAR 
LEM AVE., BEDFORD PARK, ILL. 


Wantum **Wampum Wit??? 


An edueational ‘* Wampum Wit” 
for printers and purchasers of 
light-weight paper features sam- 
ples of the paper, swatches, ex- 
amples of its use and a special 
table providing at-a-glance infor- 
mation on mailing costs of booklets. 
ECUSTA PAPER COMPANY, PISGAH 
FOREST, N. C. 


Printed specimens 

Printed Eve-deas #14 consists of 
printed specimens from commer- 
cial production runs. Included are 
three 814 x 11 covers—two_ blind 
embossed, the other printed in six 
shades of red and black, then plas- 
tie varnished. Also: two unique 
die cuts, a ‘‘zipper’’ envelope en- 
closure, a six-page direct mail 
folder with return mailing card, 
a door hanger, and a children’s 
menu. Production data—printing 
process, press, plates, ink, as well 
as grade, weight and finish of stock 
are printed on each piece. Avail- 
able from CROCKER BURBANK PAPERS, 
FITCHBURG, MASS. 


PRINT 


Filmotype 


Saves Money 
Makes Money 


There are thousands of Filmotype Photo Typesetting 
Machines around the world...each providing a 
variety of assets. But when the mail rolls in, the 
basic fact boils down to this: users save money, 
make money with Filmotype. 


“We have found Filmotype to be just what 
a Commercial Art Studio like ours needed 

© © © © © @ @ to speed up production and cut down on 
our cost price of hand lettering and type- 
setting.” 


Thousands of sizes and styles of Filmotype type 
and lettering! 


Right from the machine, copy perfect for re 
production ...takes only seconds! 
Finest professional quality, of course, still anyone 
can produce Filmotype copy 
Pays-For-Itself Plan makes owning a Filmotype easy 
. for anyone! 
Write for ww : 
Display Type in this advertisement is Filmotype 
body copy is Alphatype. 


7500 McCormick Blvd. 
FILMOTYPE incciic: 


complete details today! 








. At three times the price, 
subscribe today you can't buy a better eit 


SOLD DIRECT ONLY J 
to senate Qualeuameee 

18”x 24’ focal plate, C 

PACKAGING “thacrlpeey tp sn ‘ 
Hundreds sold to the 

DESIGN nation’s top firms... G 


never a return! 


s 198” complete with R 
via the Raptar F 4.5 lens 
Send for literature today! 


coupon on page 83. LUCYGRAF Mfg. Co. 


1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 





letterhead design 


What do designer’s letterhead designs look like? From time 
to time we will publish a number, beginning with this group. 


Frank Mayo, New York, N.Y. 
Three variations of a basic 
graphic shape, the square, 
symbolize the nature of the 
business of a graphic design- 
er-consultant. Bars on top act 
as underscores for name and 
address, solid square in the 
center with a reverse asterish tem 
emphasizes the words “graph- — 
ic dé sign.” On off-white paper RK 19 NY 





with a laid finish echos the 
symbol’s basic angular feeling. 
An aliveness is given to the 
message through use of solid 
black on the envelope and 
colors on the letterhead inside. 























Erik Nitsche, Ridgefield, Conn. 
An artist’s caliper nipping a le 
large N dominates this 7 x 10 ten 


OB ORNE 
GRAPHIC 
DESIGN 
. 1817 GAY 

and lower case. Address, in 1ono Da 
AKRON 


italics, runs along the left side of 20, ONO 
4 TE 6.7486 

page. Black and gray on a 100% 

rag content stock. 


letterhead. Name on top is upper 


Richard Oborne, Akron, O. 


Purple and cerise add a gay note 
to this letterhead design. Paper 
has the feel of an art paper, but 
is eraseable. Size 8% x 11, 
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Java Man had no great communication 
problem. His exchanges with other Java Men 
were totally visual and oral. He made his 
peelings known directly, graphically and with- 
out confusing subtleties. He roared or purred 
or screamed or hummed or grunted or beat his 
PP gen oe best or stamped his feet or whomped some- 
ii with his club. {_~ He did all of his 

ho image-building himself, personally. ae Life 











Some ex 

to be in an ur 
these desigr 
glorious colc 
achromai 
consideration 
materials, 1 


was tough, bu 
changed with 
wheel, the Arc 
cian Alphabet 
thing. For J 
when he act 
thought was n 
him; or obeyec 
in a way that 








remanufactured 


executive 


aircraft 








Some examples of appropriately unusual letterheads. To paraphrase a modern proverb, you don’t have 
he in an unusual business to use an unusual letterhead—but it helps! In addition to the propriety of 
hese designs, note, too, please, their careful consideration of layout, typography and, of course, color— 
lorious color. An important reason for the clarity and brilliance you see here is the all-but-absolutely- 
achromatic background of PLOVER Bonp. Its whiteness is matched by its uniform finish and its 
sideration for the pressman; lies flat; defies curling. PLOVER Bonp. Prideful result of the finest raw 
naterials, the ultimate in craftsmanship and the purest papermaking water in the world. It’s visibly better. 


tough, but uncomplicated. ie All this for him—they laughed at him; or i him; 
ged with the advent of the abacus, the or whomped him with their clubs. tc > This 
1, the Archimedes Screw and the Phoeni- brings us, via a highly devious route, to the 
Alphabet. fae Well, not quite every- essential need of any 20th Century letterhead 
y. For Java Man had discovered that design . . . It must be compatible with the 
n he acted the way other Java Men nature of the user’s business. 

ght was natural—for him—they followed 

or obeyed him. foo But when he acted - el q paen commas stevens cetmy euesennen 


way that they thought was unnatural— B f) N fj => 
better papers are made with cotton fiber 
















































You are a member of a profession 
that demands the knowledgeable use 
of powerful symbolism. Java Man 
wouldn’t understand this. But these 
fine PLOVER Bonp distributors do; 
they’ll be delighted to provide you 
with unlimited quantities of the 
visibly better cotton fiber content 
paper that enhances the designer’s art. 


better papers are made with cotton fiber 


Akron, Ohio.......The Alling & Cory Company Indianapolis. ...MateGelfum Paper Company, Inc. 
a The Whitaker Paper Company Jackson, Miss.........% Centrsal Paper Company 
a The Baxter Paper Company Jacksonville, Fla..Graham-Jones Paper Company 
ee es The Paper Supply Company Kansas City, Mo.....Midwestern Paper Company 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. Kansas City, Mo...... Wertgame Paper Company 
Birmingham.......... Jefferson Paper Company Knoxville........ Louisville Paper and Mfg. Co. 
Me ce awnaneee Zellerbach Paper Company Lincoln, Nebr........ Western Newspaper Union 
DD ink no pnse sexes D. F. Munroe Company fo reer, Western Newspaper Union 
Boston. ...Warren L. Wheelright Paper Co., Inc. Los Angeles......... Zellerbach Paper Company 
Bridgeport, Conn.....Geo. W. Millar & Co., Inc. Lovisville........ Louisville Paper and Mfg. Co. 
Bristol, Va.-Tenn........ Dillard Paper Company Madison, Wis....... General Paper & Supply Co. 


a ee eer The Alling & Cory Company Madison, Wis.....Yankee Paper & Specialty Co. 
Burlington, Vt.....Vermont Paper Company, Inc. Memphis............. Memphis Paper Company 
Cena; Ti: Gos scant Dillard Paper Company Menasha, Wis.....Yankee Paper & Specialty Co. 
Chicago........-..+++:. Chicago Paper Company WM ics scewesucsee E. C. Palmer & Company 
Chicago.........++00+5 Midland Paper Company Milwaukee....... Allman-Christiansen Paper Co. 
CO eer rer Moser Paper Company Milwaukee. .... Dwight Brothers Paper Company 
Chicago..........+2++ Reliable Paper Company Milwaukee....... Yankee Paper & Specialty Co. 
Cincinnoti...... The Chatfield Paper Corporation MAORI scan taksssepancd Leslie Paper 
Cleveland.......... The Alling & Cory Company Minneapolis.......... Newhouse Paper Company 
Columbia, S. C........ Palmetto Paper Company Minneopolis........ Wilcox-Mosher-Leffholm Co. 
DEE iksvennavever Clampitt Paper Company Montgomery, Ala...W. H. Atkinson - Fine Papers 


Donbury, Conn............ oo re Tis iv sewesed Newhouse Paper Company 
DeRNOE « «<anoncnacoeeld Jensen Paper Company eee Clements Paper Company 
Des Moines.......... Western Newspaper Union Newark, N. J...... J. B. Card & Paper Company 
a ery The Whitaker Paper Company Newark, N. J........ Henry Lindenmeyr & Sons 
DIDS nn cxctxcensese Weber Paper Company New Orleans.............. Alco Paper Company 
Duluth......... Duluth Paper & Specialties Co. New Orleans...........- A to Z Paper Company 
Emeryville, Calif.....Zellerbach Paper Company PE I 00 ss0Kaset2 Sam A. Marks and Co. 
Eppenk, Or0...<.0-00 Zellerbach Paper Company Mow Verk....<.. .. The Alling & Cory Company 
I. + sitaksanene Zellerbach Paper Company Miller & Wright Paper Co. 
MD k ccvcetdasvsssnesesenssss Leslie Paper New York........ H. P. Andrews Paper Company 
og i oll Western Newspaper Union I AEs 6vsccnsvence Duplicating Papers, Inc. 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. New York......... M, M. Elish & Company, Inc. 
Fort Worth........... Clampitt Paper Company PN WR bk censnesn sees Forest Paper Company 
i Zellerboch Paper Company i ee Linde-Lathrop Paper Co. 
Grand Rapids........ Solon & Gilhula Paper Co. New York .......... Henry Lindenmeyr & Sons 
ee Leslie Paper New York........-. Majestic Paper Corporation 
Greensboro, N. C........ Dillard Paper Company New York.......... Geo. W. Millar & Co., Inc. 
Greenville, S. C......... Dillard Paper Company New York........ Nelson-Whitehead Paper Corp. 
Harrisburg, Pa...... The Alling & Cory Company WE RIK sc ncswawssusese Reinhold-Gould, Inc. 
Hortford, Conn............ Batt Paper Company Mew VOrK. ...00c2cccesvens Ris Paper Company 
Hortford, Conn.....Elliot R. Vanderlip Co., Inc. iD MA ssc scansncd Royal Paper Corporation 
RR. coaesecsseien Clampitt Paper Company | Peery Saxon Paper Corporation 


Indianopolis......... The Chatfield Paper Corp. § Oklahoma City....... Western Newspaper Union 


Dis ¢:. .sésdaanen Western Paper Company 
Orlando... «+. .««#Gfaham-Jones Paper.Company 
Philadelphia. ...... . Schuylkill Paper Company 
Philadelphia. . . Wileox-Walter-Furlong Paper Co. 
Phoenix..... ss. 08 ...Zellerbach Paper Company 


Pittsburgh....2.... The Alling & Cory Company 
Pocatello, Idaho..... Zellerbach Paper Company 
Portland, Ore........ Zellerbach Paper Company 
Providence, R. |......... Central Paper Company 
i, i Dillard Paper Company 
Redding, Colif....... Zellerbach Paper Company 
MD 64kdencceeawed Zellerbach Paper Company 
Richmond, Va..... B. W. Wilson Paper Company 
ere Dillard Paper Company 
Rochester, N. Y.....The Alling & Cory Company 
Sacramento......... Zellerbach Paper Company 
eee Acme Paper Company 
PT WN iecsdivnness wns eecesss Leslie Paper 
2 Newhouse Paper Company 
Salt Lake City....... Western Newspaper Union 
Salt Lake City....... Zellerbach Paper Company 
ere Zellerbach Paper Company 
WO GOR: ss cksccccve Zellerbach Paper Company 
WN i oaGdeksvene Zellerbach Paper Company 
a Western Newspaper Union 
| rr Western Newspaper Union 
gy ery Leslie Paper 
South San Francisco. .Zellerbach Paper Company 
rE ee Zellerbach Paper Company 
Stockton, Colif....... Zellerbach Paper Company 
Syracuse, N. Y...... The Alling & Cory Company 
MN viccctdecvces Standard Paper Company 
i errr YT rrr Zellerbach Paper Company 
ar Graham-Jones Paper Company 
eer r yr The Commerce Paper Company 
Topeka, Kans....... Midwestern Paper Company 
Trenton, N. J...... J. B, Card & Paper Company 
WM no ccasshbeesasunes Tulsa Paper Company 
DO BL; Wes ienaccs The Alling & Cory Company 
Walla Walla......... Zellerbach Paper Company 
Washington, D. C...... Frank Parsons Paper Co. 
I ke asdeasiens Western Newspaper Union 
Wilmington, N. C........ Dillard Paper Company 


Worcester, Mass...The J. C. Campbell Paper Co. 
LonGeuwenen 65 Zellerbach Paper Company 
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letterhead design 


Merlin Krupp Studios, Minne- 
apolis, Minn, 


A large embossed K on the bot- 





° ber 23, 1960 
tom left gives distinction to this 
letterhead. The name, address Mise Mery Ellen Thiele 
and phone number rest on the K, rial Sash ea 
sali running from bottom to top. The sé ines Seay, 
script type is printed in a paled ur form letter Jurt 
wae purple and red, Stock is white, 
PRINT Magazine 


535 Fifth Avenue 8% 17, 
New York City, B.T. , 


Dear Miss Thiele: 


BEN ROSEN DESIGNER 19 EAST S9 STREET NEW YORE 22, NEW YORE PLAZA 3.7573 


Ben Rosen, New York, N. Y. 


This is my letter-head design prinved on Kraft wrapping 


paper. I use it in correspondence concerning packaging, ee 
Still another embossed letterhead. 








The public reletions people cal) it “polat-of-contact PR”. This time it is a backward B, peil at FERC ol is ai} the dseton 
The sales promotion staff calls it a “selling tool”. touching an R. Circling th ig are 
ee ee the words: “graphics, consulting art “ian ae ee 
Thanks for your interest. directors.” to pick up the packag- 
Pichisets: ing theme, a brown kraft paper is 
62.7 used. 
Ben Rosen d 
sing wii «eked Te 


Special Introductory Offer 
A few back issues of to PRINT Readers 


PRINT PACKAGING DESIGN 


are still available One year—6 issues—$6 (regularly $9) 


to our readers! Please use the coupon below. 
eos ao CM 


[] Volume V, No. 1 Rudolf Koch—His work and the Please enter my subscription to PACKAGING 
Offenbach workshop. DESIGN—beginning with the current issue— 
; . , , ae : on a “‘satisfaction guaranteed” basis. 
[] Volume V, No. 4 a Type Designers and C1 year—$6 C) 2 years — $10 
; (regularly $9) (regularly $15) 


[] Volume VI, No. 3 Illuminated Books of the Middle 


: [-] Payment enclosed [] Bill me 
Ages and Renaissance. 





; si Name......... Tne, 
[] Volume VII, No. 3 Devoted entirely to the Type. 
writer, its many faces and use. Company - 
The only reference of its kind Adidvess 


[] Volume XIII, No. 4 “Paper’s Role in Design.” 
Just check the back issues you 
wish, enclose $1.50 for each and 
send to: PRINT, Circulation 
Dept., 1519 Connecticut Avenue, 
Washington 6, D. C. 


83 PRINT 








City and State 


PACKAGING DESIGN 

Circulation Department 

1519 Connecticut Avenue 
Washington 6, D. C. 











IN MY OPINION 


A personal point of view of the Guest Art Director 


Every once in a while | think of how lucky most of us in the 
graphics field are. Why lucky?) Because when you think about 
it, there are so many people in so many other types of businesses 
and professions who sigh with great relief at five o'clock on 
Fridays, who groan on Monday mornings, who consider their 
work strictly as work and who plod through life that way, being 
half dead all day long. Think of some of your friends, some of 
your relatives. We all know people that this applies to. Not that 
it doesn’t happen to us at times or at a particular job. Not that 
we live just for work. nd not that it isn’t tempting to have 
a job that can be forgotten about after hours. M But basically 
(unless I’m surrounded by the wrong cross-section of designers ) 
most of us vet a deep satisfaction out of what we’re doing, a 
pride in it, as well as an ever-sustaining interest. And there’s a 
certain aliveness connected with it that really counts. It carries 
over into our homes, our friends, our conversations, our lives. 
Most of the time we enjoy our working day and, in my opinion, 
our whole lives are fuller and richer for this. H You can sit with 
other designers at lunch, or at a dinner party, or in a bar in 
Aspen or just anywhere and what are you talking about? 
Graphics. About what vou are doing, what they are doing, what’s 
being done and who is doing it. What the trends and who the 
trend makers are. About the hows, the whys and the why nots. 
You find yourself looking at the ads before the editorial matter 
in newspapers and magazines. You see what the books and 
periodicals look like before reading what they say. You belong 
to a rare cult who examine the TV commercials more closely 
than the programs. You barely miss riding off the road when an 
exciting outdoor poster looms up ahead. It ’s not merely talking 
and thinking business, it somehow isn’t even part of work, but 
an unexplainable motivation that keeps us moving, thinking, 
creating, being alert. BH Maybe vou don’t do or feel any of this. 
But I do. My friends do. Most of my contemporaries do. During 
this past vear I had an opportunity to talk to leading designers 
and art directors throughout the country and they certainly 
exuded excitement, interest and great knowledge. I’m sure that 
they felt and thought this way all the time they were climbing 
towards the top of our profession. They feel and think this way 
now. HM And, at the risk of being a snob of sorts, I venture to 
say that the few graphics people whom I know who do not have 
this intense interest in our field, who do not have this devotion 
and alertness, are the hacks of today or on their way towards 
being the hacks of tomorrow. @ Marilyn Hoffner 











Changeable 
aS 4 
Lnameleon' 


... but this little guy changes color for a reason...for effectiveness. 
Ina similar way, Colorcraft Papers too, are color with reason... 
they're color researched to provide the action-getting backgrounds 
you should use for effective appeal. 


Colorcraft Impulse, for example, is designed to stimulate direct 
mail readers to react and respond...right now! Firms who have 
used Impulse know they're effective... find an improvement in 
returns, time and again. 


Colorcraft Influence can create a desired personality for your 
product or service. These colors-are styled to build a favorable, 
leadership image...to make readers think of quality, prestige 
when they think of you. 


Plan your next direct mail or promotional piece on Colorcraft. 
You'll like the reaction and results you're sure to get. 


ALLIED PAPER CORPORATION 
KALAMAZOO, MICHIGAN 








ALLIED’'S 





Over 65 items available in bond, offset, and cover stocks in popular sizes 
and weights for prompt delivery throughout the country. Most of these items 
are stocked on the floor of the merchants listed below. 

in addition, any color or finish can be manufactured in any weight or size of 


Colorcraft Bond, Offset, or Cover. 


IMPULSE COLORS: 


Pumpkin - Sulphur Yellow - Indigo - Flame Pink - Summer Green 


INFLUENCE COLORS: 


Rosewood - Smoketone Biue - Sandstone - Aspen Green - Buckskin 





CONTACT YOUR NEARBY COLORCRAFT DISTRIBUTOR FOR PRICES AND SAMPLES 


PM ieltiepticiaeltrs Carpenter Pap 


Atlanta Whitaker Par 


rev am ( 


Austin Carpenter Pans 


Baltimore Garrett-f 


Billings, Montana 


Boston, Massachusetts rN eure Doawiene 


Charlotte, N.C 
Chicago Berk 


Cincinnati bail: Pape 


Cleveland ent ) F 
Columbus ' re) f 
Dallas ter F 
Dayton tral O 
Denver t 
Detroit 

Des Moines 

Duluth 

El Paso 

Fort Worth 

Grand Island, Nebr 

Great Falls, Montana 

Harlingen, Texas 

Hartford, Conn 

Houston, Texas 

Tilelr-lirctslelits t @) 
Jacksonville, Florida 

Kalamazoo 

Kansas City 

Lancaster, Pa 

Lincoln, Nebr 

Los Angeles 

Louisville 

WT helelelen 


ALLIED PAPER CORPORATION 


KALAMAZOO, MICHIGAN 
preferred printing papers 


lithographed on Allied impulse Summer Green, bs. 70# 


Lynchburg, Va ( kie P 
Miami Eve je Ff 
Milwaukee St lard Ff 
Minneapolis arpenter P 
Missoula, Montana Carpenter Par 
Nashville, Tennessee B ‘ 
New Haven, Conn R 
New York, New York 

c 
Oklahoma City Carpenter Pape 
Omaha Carpenter Pay 
Oler talslomm x lelater-| { tral F 
Philadelphia Garrett-B 
Pittsburgh 


eaelear- tile Mm @lactetela 
Pueblo, Colorado 
Reading, Pa 
Rochester, N. Y 
St.-Louis 


Salt Lake City 
San Antonio 
San Francisco 
Seattle 

Sioux City 
Springfield, Mass 


. Syracuse, New York 


Tallahassee, Florida 
Tampa, Florida 
Topeka 

Washington, D.C 
Yakima, Washinaton 
Montreal 

Toronto 

Vancouver 











PAPER MERCHANTS DIRECTORY FOR SPECIFIERS, PART 1 


In order to help the paper specifier, PRINT'’s editors have compiled this handy Directory, to be published 
in two parts—part 1 appearing herewith, and part 2 to appear in the March-April issue. Directory lists 
Paper Merchants in the top 50 markets, their addresses, phone numbers, and the Paper Companies they 
represent. All data is based on replies received directly from the Paper Companies queried. In some 
instances, Merchants listed are distributors of only parts of the Paper Company's line. Reprints of com- 
plete Directory will be available in booklet form in March from PRINT Circulation Dept., 1519 Connec- 
ticut Ave., Washington, D. C., single copy, $2; 10 copies, $15; 25 copies, $25; over 50, 75¢ each. 
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° [+ AKRON 

| Alling ling & Cory Co., 26 Cherry, FR 6-7188 
 Bermingham & Prosser, 1946 S. Arling., PR 3-6861 
Central Ohio, 227 W. Exchange 

Cleveland Paper, 227 W. Exchange, JE 5-3331 
 Mileraft Paper, 97 Lincoln, HE 4-3138 

 Petrequin Paper, Union Bldg., BL 3-6426 

Union Union Paper, 31 N. Summit, FR 6-2128 

fe ALBANY (See also Schenectady, Troy) _ 
Hudson | Hudson Valley, 981 Broadway, HE 4-9135 

WH. WAH, Smith Paper, 46 Dongan, HE 4-5171 sm | 
}¢ ATLANTA - 

dillard Paper, 1100 Murphy SW, PL 5-745 

Graham Paper, 264 Marietta NW 

Howard Paper, 882 Marietta NW, TR 5-2561 

's. P. Richards, 326 Nelson SW, JA 2-8734 

Sloan Paper, Box 5079, TR 5-86)1 

Vulcan Paper, 64] W. Whitehall SW, Pl 5-3501 
Whitaker Paper, 225 Ottley NE, SA 7-7300 

| Wyant & Sons, 210 Walker SW, JA 3-655]. 

* BALTIMORE 

Baltimore- Warner, 106 South, LE 9.4548 - 

Barton, Duer & Koch, 415 E. Lombard, SA 7-7300 
[Boxter Paper, 113 Cheapside, LE 9-785 
'Brodley-Reese, 415 Guilford, PL 2-8129 

john Floyd Paper, 2330 Warwick, LA 3-1812 
/Garrett-Buchanan, 26 £. Pratt, LE 9-2400 

Francis Hock, 30 5. Charles, PL 2-1057 

leonard Paper, 2600 Mathews, TU 9-7698 

Henry D. Mentzel, 104 S. Charles, SA 7-3624 

| Mudge Poper, 501 Water, LE 9-2222 

Paper Supply, 1500 S. Monroe, MU 5-676 
Stanford Paper, 1220 Key Hwy, | LE 9-5830 
| Whitaker Paper, 210 £. Saratoga, LE 9-4500 
White-Rose Paper, 714 £. Pratt, SA 7.4017 
) BIRMINGHAM 
Dillard Dilard Paper, 1720 2nd S, FA 2-3605 
Graham Paper, 2329 Ist N, 

ieflerson Paper, Box 3046 

Sloon Poper, 1230 2nd Ave. S, FA 4-153] 
Strickland Sickland Paper, 1724 2nd S, FA 4-655) 
Whitaker ‘Paper, 1809 IstN 
BOSTON 
Andrews Pe andrews Paper, 16 160 N. Washifgton, RI 2-2200 
Arlin jArlin Paper, 82 ‘Sudbury, (A 7-5653 

tredford Paper, 727 Atlantic, Li 2-4359 
John John Carter, 420 Rutherford, CH 2-5000_ 


Carter Rice Marter Rice Storrs & Bement, 273 Sum., LI 2- 6400 


Century P Century Paper, 295 Congress, HU 2-2505 


Colonial Paper, 207 Purchase, HA 6-4414 walle 
impire Paper, 140 N. Washington, RI 2-4440 | 


[fay Paper, 268 Northampton, KE 6-9160 


Continued aes << ia ; All rights. ieieried: 
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Lindenmeyr Paper, 35 Mt. Washington, AN 8-9280 
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I'D. F. Monroe, 480 Rutherford, CH 2-5020 
Pilgrim Paper, 157 Federal, L! 2-6975 

Pratt Paper, |00 8th, HU 2-4455 

Seaboard Paper, 440 Rutherford, CH 2-2900 
Shawmut Paper, |03 Broad, L! 2-3732 
Tileston & Hollingsworth, 2!) 
Von Olker-Snell, 186 South, HA 6-7977 
Percy D. Wells, 142 High, HA 6-7433 
Donald Wyman, 683 Atlantic, HA 6-6282 





Equity Paper, 640 Knowlton, ED 3-9494 

Lott-Merlin, 500 Water, ED 3-215 

George W. Millar, 88 Holland, ED 4-9405 

Rourke-Eno, 82 Howard 

¢ BROOKLYN (See also New York, 
Long Island City, Newark, Jersey City) 

Price-Nocks, 314 Ten Eyk, EV 6-8993 

Rabkin Paper, 5 Debevoise, EV 8-7590 

¢ BUFFALO 

Alling & Cory Co., Box 

Bickford Paper, |89 Var 

Franklin-Cowan, 210 £ 

Gebhard Paper, 500 Car 

Hubbs & Howe, 2200 

Union Paper, |432 

e CHICAGO 

Ace Paper, 25 N. Carpente 

Allen Paper, 

Atwood Paper, 1-2400 

Fulton, CH 3-5100 


1. RO 2-2300 


Berkshire Papers, 1520 W 
Bermingham & Prosser, 2552 \\ 
Bradner, Smith, 333 5. Des; 

J. W. Butler, 223 WM 
Carpenter Co., 723 5. Wells, WO 2-2525 
Chicago Paper, 80! S. Wells 

Continental Paper, 333 W. Lake, FR 2-2493 
Copy Papers, 4100 W. Shubert, D! 2-8000 
Daley-Papers, 400 W. Madison, FR 2-1634 


Congress, LI 2-3870 | 





Dwight Bros., 

Empire Paper, 
Excel Pape Desp aines, FR 2-1996 
Di 8-3200 

TA 9-0460 
Graham Paper, 405 W. Lake, AN 3-0755 
Hobart Paper, ||) W. Washington, DE 2-6903 
325 N. Green, TA 9-5544 
630 W. Adams, RA 6-926] 
R. E. Jones Paper, |!) W. Washington, RA 6-3360 
LaSalle Paper, 855 W. Adams, MO 6-2580 


Excel Paper, 25 S 
Fick Paper, 913 W. Montana 
Forest Paper, 1040 W. Adams 


Iroquois Paper, 
Johnson Paper, 


Mcintosh Paper, ||) N. Cano 
Messinger Paper, 1600 S. Canal, MO 6-3144 

Midland Paper, 344 N. Ogden, SE 8-3570 

Moser Paper, 62! Plymouth, WA 2-2710 

Murnane Paper, 1510 N. Kostner, CA 7-5300 

Nerney Paper, 357 W. Erie, WH 3-1178 

Parker, Schmidt & Tucker, 1326 W. Wash., CH 3-2300| 


Marquette Paper, 333 W. Lake, CE 6-8255 le! 
Marvin Envelope & Paper, 2040 W. North, HU 9-3300 
CE 6-7015 


@ | @ |BECKETT 





Perkins Goodwin, 400 W. Madison, FR 2-1375 
Plymouth Paper, 219 E. Illinois, WH 4-0277 
Reliable Paper, 215 W. Institute, SU 7-4942 
Valdon Paper, 3335 N. Halstead, BU 1-8342 
Uniform Paper, 105 W. Madison, Fl 6-158] 
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BRIGHTEN YOUR SALES PICTURE WITH 4 AMM 
Crisp and clean as mountain air, bright-white Hammermill ; ; i | I| 
Opaque compliments every detail in your illustrations. 


It contrasts beautifully with either color or black and 
white. But is it opaque? Just turn the page and see. 























YES, HAMMERMILL OPAQUE IS OPAQUE 


You can print both sides. This extra opacity often means you 
can use a lighter weight, with savings in postage and the 
paper itself. Three easy-to-print finishes: Pearl, English and 
Vellum. This insert reproduced by offset on Hammermill 
Opaque, substance 70, Vellum finish. Press speed 3000 per 
hour, press size 42 x 58, sheet size 39 x 57, deep etch plates. 


Hammermill Paper Company, Erie, Pennsylvania 
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\ a 
HS uence: 
a beets 


| LEE 


~ | @ [STANDARD 


| cupert 
~ | HOWARD 


Wormer Pc. <r, 527 S. Wells, WA 2-8850 
Whitaker Fuper, 14 N. Peoria, HA 1-6660 


Jomes Wh: « » Paper, 210 S Desplaines, RA 6-8260 


¢ CINCINNATI 


Central Stc'es, 525 Elizabeth, PA 1. 6684 


Ghatfield Paper, 3265 Colerain, MU 1-2600 le 
Cincinnati ordage, Box C Al l- 6000 | 5 
Diam & Wing Paper, Gilbert Ave, PA 1-2163 
Johnston Paper, 2060 Reading, CH 1-2300 
Merchants 1101 York, CH 1-7212 

Queen City, 520 Broadway 


Whitaker Paper, th & Lock, PA I 8120 
’ CLEVELAND) 
& Cory Co., 321 St. Clair NW, MA 1-6853 
Brewer, Chilcote, 123] Main, MA 1-0522 
Central Ohio Paper, 1365 £. 12th, MA 1-6314 
Cleveland Paper, 1640 Superior NE, CH 1-4490 
Gescon Paper, 1391 W. 110th, AC 1-1214 
Paper, 1927 E. 19th, PR 1-301] 
Petrequin Paper, 1559 Superior, CH 1-2000 
Reese Poper, 3184 W. 32nd, OL 1-6300 
Union Paper, 1614 £. 40th, EX 1-5700 
Paper, 
COLUMBUS 
Ohio, 226 N. Sth, (A 4.3151 
Cordage, 889 Williams, AX 9-2158 
& Wing Poper, 1241 Ol'tangy River, AX 9-1128 | 
Paper, 808 Rhoads, Cl 8.9585 | 
g Paper, 560 S. Front, CA 8-430] 
DALLAS (See also Ft. Worth) 
Paper, 1621 Wall, RI 7-183] 
Paper, 1505 Oak Lawn RI 1-5064 
1 Paper, 302 N ‘Market 
Paper, 1813 Clarence, HA 1-731] 
rk, 1033 Young, RI 2-715] 
(. Palmer, 2201 Laws, RI 2-5117 
Paper, 3730 EKest 
Paper, Box 1673, RI 2-4315 
Paper, 2501 Cleveland 
Paper, 2209 S Main, WA 6-4643 - 
DAYTON a 
Ohio Paper, 7050 Longworth, BA 8-511] 
Paper, 18 Washington, BA 3-7213 
Cordage, 543 £. 3rd, BA 3-4284 
& Wing Paper, Third Not. Bidg., BA 2-7829 
Paper, 100 5. Clinton, BA 8-7155 
Walkup Paper, 40) Hartford, BA 2 5858 
Paper, Hulman Bldg BA 38209 
DENVER 
Paper, Box 5248, TA 5-326] 
Paper, 1504 23rd, MA 3-4231 
8 Co., 1780 W. 6th, AC'2-9411 
Paper, 707 Alcott, TA 5-6251 
Paper, 59 Wazee, MA 3-7189 
DETROIT — 
Barry, 17901 £. Warren 
Peck & Lewis, 1313 E M waukee, TR 5- 0300 
Paper, 851 Porter, WO 2-3500 ay 
Ohio Paper, 3220 Bellevue, WA 1-7300 
240 Chene, LO 7-6800 
Paper, 1930 E. Jefferson, JA 5-2300 
Paper, 3511 W. Fort ; 


1225 Vermont, TA 5: 28) 


Paper, 1301 Harper 


a oS 
at 
+ 


nied 


@ | @ | @ [CHEMICAL 
—_ 


=e 


























oo a ee 








Continued 








DETROIT— Continued 


Standard Paper, 2607 | 4! 


ERICAN WRITING 





Union Paper, 55! £. Fort, WO 1-8600 
Whitaker Paper, 5820 £ Nevada, FO 6-4800 
e E. HARTFORD (See also Hartford) 
John Carter, 479 Park, BU 9-688! 

Carter Rice Storrs & Bement, Box 25) 
Green & Low, 35 Franklir 

Henry lindenmeyr, 465 Park, BU 9-6444 
¢ FORT WORTH in also Dallas) 
Carpenter Paper, 190! Windsor, WA 3-827! 
Clampitt Paper, 9 Nhit 
Olmstead-Kirk, Texas & Po 
Southwestern Paper, [ 
Western Paper, 2209 S. Main. WA 6-4643 
¢ HARTFORD (See also E. aan 
Rourke-Eno, 26] Weston, JA 2-821 

Tileston & Hollingsworth, EN 2 

Elliott R. VanDerlip, |17 Spruc 

¢ HOLYOKE ein also Springfield) 
Judd Paper, 92 Race 

Plymouth Paper, 76 Front 


Warren L. Wheelwright, 40 Rolond, MO 6-210 
¢ HOUSTON 

Benson Paper, 23/5 Polk 

L. $. Bosworth eo 512 


Carpenter Paper, 3 

Clampitt Paper, 

Graham Paper, |40 

Houston Paper, Box 403¢ 
Magnolia Paper, Box 

Moore Paper, 382( 
Olmstead-Kirk, 2 

EC. Palmer, 802 Wal 
Southwestern Paper Co., 8 
Whitaker Paper, 453 N. Emersor 
e INDIANAPOLIS 
Central Ohio Paper, 530 t Oh 
Century Paper, 207 S. Meridian, ME 4-6351 


Chatfield Paper, 22 W. 24th, WA 5-983 





Crescent Paper, 2! W Georgia ME 5 34] 

Indiana Paper, |5! S. Neal, ME 9-644 

Cc. P. Lesh, 21 Kentucky, ME 5-5506 

MacCollum Paper, 224 W Maryland, ME 5-2508 

e JERSEY CITY (See also N. YY, Newark, 
Long Island City, Brooklyn) 

Gotham Card & Paper, 334 Hoboken, Ol 3-2650 

¢ KANSAS CITY 

Ba) Paper, |27 W. 0th, HA | 8022 

Bermingham & Prosser, 60! £. Edwin, JE 3-6988 

Butler Paper, 5/8 Santa Fe, VI 2-0495 

Carpenter Paper, 318 W. 7th, Vi 2-0533 

W. Evans Co., 4236 Wornall, VA 1-0110 

4th, GR 1-3900 

Kansas Paper, 140! Fairfax, DR 1-581! 


Graham Paper, |00 £ 


Laner Paper, 40) Grand, V! 2-0521 
Midwestern Paper, 6!! Wyandotte, Vi 2-3106 
Thompson Paper, 936 Wyandotte 

Tobey Fine Papers, 20th & Wynadotte, VI 2-9110 
| Weber Paper, 1200 Union, HA 1-7878 





| Wertgame Paper, 2015 Grand, BA 1-1733 


* LONG BEACH (See also Los nee 


industrial Paper, 1526 Sealbright 





Butler Paper, 537 Locust 
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Design / S & R Associates 


OLOR 





The Pony Express was a tribute to pioneering imagination 
... and they always delivered. 
lf your next design has to carry the mail 
for a client with a limited budget, it needn’t be 
a wild ride through 
indian territory. 


Tie the idea, the picture 
and the copy into a 
powerful sales package 
ready for delivery with... 


Original TOPSHAM TEXT 


outstanding papers in eight exciting textured colors, created 
by paper craftsmen with imagination to compliment your good 
taste. Introduce textured color into your next printing job 
. . . Without the cost. 

Write for full particulars, samples and the name of your 
nearest distributor. 


This insert printed by Offset Lithography on Topsham Text #51 Shell. 
Also available in #52 Bittersweet; #53 Lime; #54 Granite; #56 Ivory; 
#57 Dandelion; #59 Sulphur; #60 Blue. 


ARTHUR SCHROEDER 
PAPER CO., Inc. 


420 Lexington Avenue, New York 17, N.Y. 


Agents for Pejepscot Paper Co., Inc. 91 years of quality, dependability and progress in paper 
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| LONG iSLAND CITY (See also New York 
—— * 

|_Brookly Newark, Jersey City) 
indenmey Paper, 11-12 53rd, EX 2-4400 |e) 
Lo fle UE RE i ie 
° je LOS ANGELES (See also Long Beach) 
American Paper, 1149 S. Los Angeles, RI 9-114) 


bs Stati ners, 364 S Anderson, AN 9- 7461 
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Blake, M Moffitt & Towne, 242 S. Los Ang., MA. 8-4151 
Butler P butler Paper, r, 4355 Fruitland, LU 8-828] 

ltornia Paper, 811 Traction, MA 6-4327 

Corpenter Paper, 3100 £. 44th, LU 3-144] 

Columbia Paper, 120 S. Vignes, MA 8-3344 

rnin Poper, 2121 San Fernando, DU 8-5166 

lea! Paper, 1362 Wholesale, MA 7-860 

Ingram Paper, 6541 £. Washington, RA 3-6151 

Kelly Po Paper, 1222 S. Hill, RI 9-6536 

Kirk k Paper, 2369 Yates, OV 5-7460 : 

to Salle Paper, 1317 S. Olive, Ri 8-5461 

Memo Products, 219 S. Western, DU 8-0323 

Noland Paper, 5500 W. Jefferson, WE 8-2741 
[sationers Corp., 525 S. Spring, MA 9-131] 

roverner & Fricke, 146] £. 4th 

telerbach Paper, 4000 € Union Pacific, AN 85252 ma L 
D + LOUISVILLE a a? e 
Chatfield Paper, 104 S. Sth, JU 4.8171 w 
Graham Paper, 711! Brent 

loisville Paper, 620 Locust, ME 6-134) 
lremier Paper, 1165. 8th, JU 4.7307 
fewiand Paper, 1400 5. 9th, ME 6-1351 
butheastern Paper, 724 W. Main, JU 7-0961 
sperior Paper, 900 S. 13th, JU 3 1647 

|) MEMPHIS | zie 
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heme ane Paper, 1240 Orgil e| 





Memphis Paper, 1769 S. Latham, WH 8-5537 
JL L Myers, 253 Wagner 
Roach Paper, 309 W. Olive, WH 8 7687 


Graham Paper, 345 S Front =i 
L. 
1+ 


Southland Paper, 835 S Bellevue BR 2.2593 

layloe | Paper, 420 S. Front JA 6-325) | 
Western Newspaper Union, 395 S. Front, JA 6-4258 | 

+ MIAMI - 
\oronet Paper, 38 NW 7th, 2-1781 | | 


Aik —— nites 


|tverglade Paper, 7100 NW 36th, OX 1-826) {9 
Knight Brothers, 3485 NW 65th, OX 1-8320 


E.¢ Palmer, 2300 NW 23rd, NE 3-348 
|Swutheastern Paper, AN NW 10th, PL. 75743 
Southern authern Paper, 7300 NW 35th, OX 1. 1-7310 


* MILWAUKEE 
Allman Christiansen Paper, 191 N. Bwy., BR 6-4538 


bover Paper, 3900 N. Sherburn, 1, WO 4- 4660 ee He 
Dwight Bros., 325 N Milwaukee, BRO-S712 | 


Graham Paper, 10 N. 3rd, BR 66778 
Kintosh Paper, 108 W ‘Wells, BR 3-6220 
Nackie Paper, 405 S. 6th, BR 6-5480 


Oshkosh h Paper, 106 N Broadway BR 6- S10 
Weliable | Paper, 255, E Erie, BR 2-2375 


ensenbrenner Paper, 126 N Jefferson, BR 6- 7313 
































Stondard Paper, 4040 N. Richards, ED 2-7800 





| == + —+—_+ 

mE Oy Oe OS Oe 
bniversal Paper, 13640 W. Silver Spring, SU 1-7850 Wal | | 
Wisconsin Paper, 12! N. Broadway, BR 6-3400 | Ae Pa Pa a | j@/e 


Yankee Paper, 118 N. Jefferson ie] |¢ |_| | | a | 


WEST VIRGINIA PULP AND PAPER CO. a Slirlbutlon 
Baltimore—Ask operator for Enterprise Service 9-3680 Chicago—35 E. Wacker, FR 2-7620 Cincinnati—4555 Montgomery, RE 1-6350 
Cleveland—Ask operator for Enterprise Service, 6660 Los Angeles—Ask operator for Enterprise Service, ZE 9-9898 


Part 2—Minneapolis through Youngstown will appear in the March-April issue. 
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THE SPECIFILER 


AND THE PAPER MERCHANT 


Many a good idea never sees the light 


because the creative man and his local paper merchant 


don’t know each other as well as they should 


In general, the paper merchant doesn’t know the 
needs and working habits and responsibilities of 
the art director, the designer, the advertising 
and sales promotion manager. And because the 
final sale of the paper is made at the printer, the 
paper merchant has felt that he can’t afford to 
spend too much time with the specifier. 

On the other hand, the creative specifier doesn’t 
know the wide variety of services the paper 
merchant can offer him. What’s more, the speci- 
fier often doesn’t know where to get hold of a 
particular paper merchant carrying a particu- 
lar brand of paper. 

It is for this reason—to bring the specifier and 
the merchant closer together—that PRINT is pub- 
lishing on the pages that follow a ‘‘Paper Mer- 
chants Directory’’ which visually shows the lines 
each merchant carries and the number of serv- 
ices available to the specifier from the paper 
merchant. 

We begin with examples of services available to 
specifiers as stated by paper merchants. 


Three men work with specifiers exclusively 
R. P. Andrews Paper Co., Washington, D. C. 


Three men are assigned to contact advertising 
agencies and art studios who design direct ad- 
vertising as well as advertising and sales promo- 
tion managers of local companies or associations 
who are concerned with the design or production 
of direct advertising. 

Upon request, files of dummy sheets of text and 
cover papers, suitable for use in making com- 
prehensive dummies are provided. These files 
are checked periodically to insure the replace- 
ment of sheets as used. Dummies to specifiers’ 
specifications are made up. Twenty-four hour 
telephone receiving service permits anyone work- 
ing at night to request sampling service for the 
following business day. 


Studios and art departments are furnished with 


pads of work sheets which carry listings of pop- 
ular advertising papers and brief descriptions 
of their suitability to various names. 

To people engaged primarily in the design or 
production of direct advertising, are sent, on a 
selected basis, printed specimens furnished by 
the mills. 


Library of ideas 

Beckman Paper Company, Inc., New York, N.Y. 
Creative production people, art directors and 
designers of printed material, are offered the 
following services: 1, A library of ideas which 
is a collection of outstanding, printed pieces, in- 
cluding many ideas used in successful selling 
and advertising campaigns. 2. A sample cabinet, 
which contains sample books of all Beekman 
papers, grouped and indexed for easy reference 
and most helpful in the selection of the right 
sheet for the purpose. 3. Layout sheets, which 
enable the artist to make his sketches on the 
actual paper and visualize more accurately the 
final effect. 4. Informed representatives, who 
are Well informed on the various developments 


in the graphic arts. They are available for 


grades best suited for 


suggestions on the paper 


the processes involved. 


Hight part program 

Garrett-Buchanan Company, Philadelphia, Pa. 
A sales promotion department makes available 
to specifiers a creative consultation in the form 
of an eight-part program. 1. Sample sheets and 
pads for layouts, design, comprehensives. 2. 
Dummies to solve questions of color selection, 
size, format, binding, weight, bulk, ete. 3. 
Printed samples to provide tangible information 
on printability, textures, concerning specific 
grades of paper. 4. Ideas, such as reference 
files with examples of creative ideas to inspire 


and assist. 5. Consultation from trained creative 


Continued 














Tee are the men and boys who fought THE War—who have 
fought many wars since the birth of our nation. Whether he 
was G. I. Joe, Doughboy, Billy Yank or Johnny Reb there was 
little difference in each of him. From the cities, towns and 
villages; from the plains, mountains, coasts and the country he 


came to do his duty as he saw it. And if he didn’t see it quickly 


enough, conscription and the draft left him not long in doubt. 

But whoever he was, from wherever he came, whatever the 
year, down inside he was all the same and experienced and shared 
the same problems, the same good and bad times, tasted the 
bitter and the sweet as those before and after him. 

These then, in general, are the men and boys (aye, and the 
valiant women, too) to whom our productions for 1961 are 
dedicated, but more especially to those who wore the Blue and 
the Gray for this is theér Centennial of Glory ... and Heartbreak. 


STANDARD PAPER MANUFACTURING COMPANY 








CHARACTER 


We selected our Blue Ridge Text on 
which to present the first number of this 
series because of its gratifyingly luxurious 
texture . . . an expressive tribute to those 
who fought for their beliefs and, in doing 
so, changed for all time the ways of 
living of a nation and its people. 

By presenting this tribute on Blue 
Ridge we believe we have caught the 
character and depth of feeling reflected in 
faces young and faces older; experienced 
faces, and faces that have seen only the 
joys of youth but destined to reflect the 
wisdom of the ages in an unbelievably 
short while. 
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ITEMS STOCKED AT MILL 
TEXT 
BASIS WEIGHT 25 x 38 70 80 
Weight Sheets Weight Sheets 
CARTON PACKED 
Grain Direction Underscored a Cones oho ttn 
WHITE 
23 x 35 119 1200 136 1100 
25 x 38 140 1000 160 1000 
35 x 45 232 600 266 600 
IVORY 
23 x 35 119 1200 
25 x 38 140 1000 
35 x 45 232 600 
COVER 
BASIS WEIGHT _20 x 26 $5 80 
WHITE 
23 «x 35 201 750 248 500 
23 x 35 201 750 248 500 
26 x 40 260 500 320 500 
35 x 46 402 375 496 250 
IVORY 
23 x 35 j ; 201 750 
23 x 35 ; are 201 750 
35 x 46 ; 402 375 
BRISTOL 
BASIS WEIGHT 222 x 2812 100 
WHITE 
23 x 35 pean ane 251 500 
23 x 35 re ee 251 500 
35 x 46 502 250 
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Another fine paper from the mills of 
STANDARD PAPER MANUFACTURING CO. 


NEW YORK RICHMOND CHICAGO 





PRODUCTION NOTES: Painted by Jack Woodson in oil on canvas board from live models; uniforms and equipment of the period. Litho 
graphed in four-color process inks on a Harris 2-color press at 4500 iph. Ink sequence: Yellow, black, blue, red. 
The paper is Standard’s BLUE RIDGE TEXT, white, 35 x 45 - 266M. Litho in U.S. A. 














Quote: 


“Nelson-Whitehead! We've been using their papers 
for years! They are the prime supplier of 

off-beat papers for highly specialized use, 

reflecting the contemporary designer's taste.” 


MARIAN AND Harry ZELENKO 


+ . aa ee 
ILLUSTRATION FOR THE mee by fee a Colette 


Print in Red and Black on Both sides 
at these wonderfully low prices! 





Trimming and wrapping 8'’ax 11 1tx 17 
in packages Both sides printed Both sides printed 
of 500 included in red and black in red and black 





10M $8.50 per M $15.00 perM 





25M $6.00 per M $11.00 per M 





SOM $5.50 per M $10.50 per M 





100 M $4.25 per M $ 8.00 perM 











..and for a single flat charge of $50, regardless of quantity, you 
can have a third color on one side in addition to red and 
black on both sides. 





Ms 50 Ib. white offset Quality printing on a Roll-Fed Webb. 








nnd Qoulat Ov conaeva a By Harry ZELENKO Complete satisfaction guaranteed MM Shipment within 2 weeks 


Write or call our Designers’ Consultant Service: 
worth 6-2300, for samples and suggestions about 
stock for fine press editions, trade and text 
books, the odd and intriguing special papers 
for the artist, craftsman, design student... and 
for most of the popular, economical papers too. 


Nw 


Nelson-" Whitehead Paper Corporation 


7 Laight Street / New York 13, N.Y. 


@ 1-side bleed, pre-screened halftones or screens, 
solids not exceeding one-quarter of a page and 
reverse ready for camera gre included. 





HOW TO SEND COPY: Copy should be ready for camera with red color 


indicated on tissue or overlay. No strip-ins. Nothing else is required. 


We'll gladly send you econ- 
omy quotations on other sizes 
and stocks, and other colors. 
Colortone pied 


Creative Printing Through Lithography 











2400 17th Street M2 Washington 9, D. C. Mi DUpont 7-6800 








FOREST PAPER COMPANY, INC. 


87 VANDAM STREET 
NEW YORK 13, N. Y. 


Please send me a free copy of your new 1961 
Catalogue and Price List. 


Name 


er 


Address . 





a _ Zone___ State 


FOREST’S 
NEW 1961 CATALOGUE 
AND 

PRICE LIST 

NOW AVAILABLE 


Printers, estimators, advertising and 
production men are requested to send for 
this convenient and easy way to estimate 
costs of standard brand papers from 
America’s leading paper mills. Forest's 
reputation for ample stocks insures prompt 


deliveries in the New York Metropolitan area. 
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FILECASEFILECASEFILECASEFILECASEFIL| 


To keep your issues of PRINT handy, order a handsome File 
Case that keeps one volume of PRINT (six issues) within useful 
reach. Covered in Kivar leather, the title PRINT is heat-em- 
bossed with 16-carat gold leaf. Single file, $2.50; three files, 
$7: six files, $13. Satisfaction guaranteed or money back. 
PRINT, Circulation Department, 1519 Connecticut Avenue, 


Washington 6, D. C. 





specialists who are on call as trouble-shooters 
to help solve all types of problems of design or 
production. 6. Speaker service is available to 
provide illustrated talks before such groups as 
designers, and students. 7. Exhibits of creative 
ideas and hints are set up on display panels and 
are available for exhibition purposes. 8. Direct 
mail, consisting of inspirational material, jis 
usually provided by paper mills for specifiers, 


Sample file cabinets 

General Paper Corporation, Pittsburgh, Pa. 
The sales organization is supplemented by sales 
promotion specialists whose responsibility is to 
counsel the creative and production departments 
of advertising agencies and advertisers, provid. 
ing assistance in the use of the best papers for 
the job at hand. Every customer is provided a 
catalog and large file cabinet of all papers 
handled. 

An external house organ, ‘‘General Topies,” 
has gone to specifiers since 1946. General also 
mails printed pieces which show the best work 
of their customers. 


Graphic arts center 

Olmsted-Kirk Company, Dallas, Texas 
Meeting rooms, a small auditorium for the show: 
ing of technical films, an exhibit gallery avail- 
able to all in the industry for the display of 
their products were established in 1958 by Olm- 
sted-Kirk in the form of a Graphie Arts Center. 
IIere are displayed printed specimens in 14 
industrial categories, dummies and sample 
available from paper companies they represent. 
Many of the printed pieces on display at various 
exhibits at the Center are not on a paper stock 
Olmsted-Kirk distributes. 

Various types of exhibits are scheduled all dur 
ing the year. Among the recent ones: The Finan- 
cial World Prize Winning Annual Reports, the 
prize winning printed pieces from the Souther 
Graphic Arts Association, the Dallas Commer. 
cial Artists Annual Exhibit, the AIGA Design 
and Printing for Commerce Show and the Fifty 
Advertisements of the Year and the Lithog 
raphers and Printers National Association 
Award Winning Exhibit. 

The exhibit gallery is also available to anyone 
for showing anything from a printing press ! 
a one-man art show. 
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Does the letterhead design call for a cacophony of vibrant 
color or the quiet dignity of blind embossing? No matter! A 
Kimberly-Clark cotton fiber paper can provide the desired 
background beauty. Luxurious finish and the 
crisp, efficient feeling of importance; dimensional 
stability to assure perfect register on the presses. 
A distinctive pencil-stripe wrap adds outstanding 
look to outstanding quality and perform- 
ance. In sparkling white and pleasing pastels. 


RS BY KIMBERLY-CLARK 





6000 color users 


around the world 


can specify these hues 


with their eyes shut 


among them, artists, designers 


Talo ol cele lUled dela e179) 2) in 


bss a | 
advertising, architegture, 
cosmetics, food, furniture, 


packaging, paint and textiles 


listed by industry and location 


in a growing guide of owners 


and 946 others, pigmented 
lacquers On permanent acetate 
chips, precisely organized 


under'the Ostwald system 








